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ABSTRACT 
This study was designed to enhance the knowledge of personal sales assistance in 
apparel shopping, and articulate possible relationships between consumers' fashion and 
apparel shopping orientation, self-concept, personal sales assistance, and in-store and 
nonstore patronage behavioral intentions. Four research questions addressed 1) the 
dimensions of perceived importance of personal sales assistance; 2) the effect of fashion and 
apparel shopping orientation and self-concept on consumers' perceived importance of 
personal sales assistance; 3) the existence of significant relationships between consumers' 
perceived importance of personal sales assistance and their in-store and nonstore patronage 
behavioral intention; and 4) the direct effect of consumers' fashion and apparel shopping 
orientation and self-concept on their in-store and nonstore patronage behavioral intention. A 
nomological model that illustrated possible relationships between the variables was 
proposed based on literature. 
The population of interest was college-aged consumers. Data were collected from 
a convenience sample of 217 college students who were enrolled in a Midwest university 
using a self-administered questionnaire. Exploratory factor analyses were employed to test 
the dimensionality of the scales. A series of stepwise multiple regression analyses were 
performed to test the proposed relationships addressed in the research questions. 
The results from the factor analyses revealed three dimensions of perceived 
importance of personal sales assistance: Professionalism, Personalization, and Appearance. 
Regression results suggested that there were significant relationships between a variety of 
consumer characteristics and perceived importance of each dimension of personal sales 
assistance. Perceived importance of personal sales assistance was also found to have some 
effect on consumers' in-store and nonstore patronage behavioral intentions. In addition, 
support was found for the direct effects of fashion and apparel shopping orientation, and 
self-concept on in-store or nonstore patronage behavioral intention. 
This study has various implications for retailers in terms of sales personnel 
vm 
management and development of appropriate strategies for in-store and nonstore marketers. 
Future research using both qualitative and quantitative designs are required to further the 
findings. By delving into theoretical concepts related to the personal sales assistance 
dimensions identified in the present study, future research is expected to contribute to retail 
service studies. 
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CHAPTER 1: INTRODUCTION 
Background 
A recent survey reported that the average number of mall visits for the typical 
shopper decreased from 3. 7 times a month in 1989 to 3 .1 times a month in 1998 due to 
consumers' increasing adoption of nonstore shopping, including Internet shopping (Knack, 
2000). Nonstore shopping, initiated by the availability of catalog shopping, has undergone 
remarkable evolution in recent years with the development of TV shopping and the 
introduction of Internet shopping, making the retail competition for consumers more 
cutthroat than in any other time. 
Nonstore shopping and in-store shopping have fundamental differences, making it 
possible that shortcomings of in-store shopping provide advantages for nonstore shopping, 
and vice versa (Akaah, Korgaonkar, & Lund, 1995; Alba et al. , 1997). The convenience and 
time-saving aspects related to browsing activities have been suggested as the most 
prominent advantages of nonstore shopping, enabling consumers to shop within the confines 
of their homes (Lindquist & Kaufman-Scarborough, 2000; Stein, 2000; "The Magazine," 
1993). Because of these advantages of nonstore shopping, traditional retailers such as 
department stores or specialty stores in shopping malls have increased concerns about 
possible retrenchment of their market share with the introduction of each nonstore 
alternative. These rising concerns have even provided some traditional bricks-and-mortar 
retailers with a rationale to branch into nonstore retailing, especially via the Internet, while 
retaining their traditional in-store retail operations; these businesses are called "clicks-and-
mortar" or "bricks-and-clicks " (Alsop, 1999; Ponsford, 2000). 
However, contrary to expectations, traditional nonstore shopping alternatives had 
not significantly encroached on the retail market; in-store selling still accounted for 90% to 
95% of the total retail sales in 1996 (Schiesel, 1997). This rather disappointing level of 
nonstore shopping has often been ascribed to the consumer's multifarious shopping motives 
(Alba et al., 1997). Consumers' shopping motives are often related to their social needs 
such as needs for social experiences outside the home, communication with others having a 
similar interest (Tauber, 1972), pleasure of bargaining, and power and authority through the 
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relationship with salespeople (Westbrook & Black, 1985). Given the importance of these 
social shopping motives, personal sales assistance can be one of the most conspicuous 
aspects that differentiate in-store shopping from nonstore shopping in either positive or 
negative ways. Consumers may turn to nonstore shopping because they want to purchase 
products without the high pressure from sales assistants in retail stores (Rosenberg & 
Hirschman, 1980). Consumers who want information and suggestions from other people, 
however, may be more likely to want the human interaction with salespersons while they 
shop, preferring in-store shopping (Slama & Tashchian, 1985). Another factor that might 
hinder the effective market penetration of nonstore alternatives is the dynamics of shopping 
behavior. Consumers do not respond to only the product, but also to the services ( either 
general or personal), warranties, packaging and images that accompany the product, and to 
the atmosphere of the place where the purchase is made (Kotler, 1973-1974). The total 
experience a consumer can have from all these elements in a traditional retail store may not 
be equally obtained through nonstore shopping alternatives. 
Considering the importance of social shopping motives and total shopping 
experience, reexamining how to utilize sales personnel at the point of sale seems not only an 
important issue but also a very timely issue for the traditional in-store retailers. The recent 
surge of Internet retailers is expected to become more aggressive as the number of Internet 
users grows. The proper management of sales force in terms of providing consumers with 
personalized services may give the traditional retailers a competitive advantage. By 
investigating the relationships between consumers' personal attributes and their expectations 
of personal services in stores, the traditional retailers may be able to adapt to the changing 
market demands, avoid conflicts with consumers, and build up more long-term, stable 
relationships. 
Apparel products are not as standardized as other industrial products, and are 
considered to be more related to aesthetic and social motives than any other products. Thus, 
apparel shopping tends to have somewhat unique components that may not be found in 
purchase situations for other products. Apparel shopping may be regarded as an 
entertaining activity for some consumers, or it may be a form of information gathering for 
others (Stanforth & Lennon, 1997). The ego-involving characteristics of apparel shopping, 
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stemming from the concept of clothing as the extended self (Belk, 1988), along with social 
and hedonic aspects, may make personal sales assistance more important in apparel 
shopping than it is in shopping for other products (Stanforth & Lennon, 1997). 
Marketing researchers focusing on services have underscored the human 
interactions in general service marketing contexts (Brown, 1992; Gronroos, 1983; Sasser, 
Olsen, & Wyckoff, 1978). However, few attempts have been made to extend these 
perspectives specifically to the interactions between consumers and sales assistants in the 
retail store setting. In addition, even though there have been some previous studies that 
investigated sales assistance as a store patronage factor (Darley & Lim, 1993; James, 
Durand, & Dreves, 1976; Manolis, Keep, Joyce, & Lambert, 1994; Marks, 1976; Pessemier, 
1980), few studies have directly addressed the apparel shopping situation. Given the lack of 
comprehensive research and the importance of social motives for apparel shopping, various 
aspects of personal sales assistance in apparel in-store retailing warrant more intensive 
research. 
Purpose 
In response to the lack of research relating to personal sales assistance in apparel 
shopping, this study was designed to enhance the knowledge of the importance of personal 
sales assistance in consumers' apparel purchase experiences, and to explore what factors 
might influence consumers' perceptions of personal sales assistance. In addition, this study 
attempted to identify how consumers' patronage behavioral intention for in-store and 
nonstore shopping was related to the consumers' characteristics and their perceived 
importance of personal sales assistance. 
Therefore, the overall objective of the study was to explore the relationships among 
various consumer characteristics, consumer perceptions of personal sales assistance in 
apparel shopping, and in-store and nonstore patronage. Specific objectives were to: 
1. explore the dimensionality of personal sales assistance, and develop a scale to 
measure consumers' perceived importance of multiple dimensions of personal sales 
assistance for in-store apparel shopping; 
1. explore the relationships between consumers' epistemic values represented by 
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fashion and apparel shopping orientation, and their perceived importance of 
personal sales assistance for in-store apparel shopping; 
1. identify consumers' personal values, in terms of their self-concept, that may 
differentiate perceived importance of personal sales assistance for in-store apparel 
shopping; 
1. investigate the relationship between consumers' perceived importance of personal 
sales assistance and their patronage behavioral intention for in-store and nonstore 
shopping for apparel purchase; and, 
1. explore consumers' epistemic and personal values that have direct effects on their 
patronage behavioral intention for in-store and nonstore shopping for apparel 
purchase. 
Findings of this study may provide valuable insight into apparel consumers' 
perceptions of sales assistance by profiling characteristics of consumers who show different 
attitudes toward various dimensions of personal sales assistance. A variety of implications 
for practitioners are expected relating to the applications of the findings to in-store retail 
sales force management and in-store and nonstore retailers' customer services management. 
Definitions 
• Epistemic values - consumers ' "exploratory values related to environmental scanning" 
(Sheth, 1983, p. 23) in order for apparel shopping to "satisfy their desire for knowledge, 
provide novelty, or arouse curiosity" (Kurtz & Clow, 1998, p. 34) 
• Personal values - consumers ' inner-directed dimensions of values that may affect their 
shopping preference (Sheth, 1983) 
• Apparel shopping orientation - a consumer' s general attitude about apparel shopping, 
adapted from Solomon's (1999) 'shopping orientation' that refers to "a consumer's 
general attitude about shopping" (p. 312) 
• Fashion - "a set of activities revolving around spending money and other resources to 
keep up to date with what is fashionable in clothing" (Gutman & Mills, 1982, p. 76) 
• Fashion orientation - a consumer' s general attitude about fashion, adapted from 
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Solomon's (1999) definition of shopping orientation 
• Self-concept - the general notion that a person possesses about him- or herself as an 
object (Kefgen & Touchie-Specht, 1986; Sirgy, 1982) 
• Perceived importance of personal sales assistance - the importance that a consumer 
attaches to various attributes of personal sales assistance or sales personnel when the 
consumer shops for apparel items in the in-store retail setting 
• Store patronage - a consumer's commitment to purchases from a particular type of 
stores, adapted from the concept of patronage (Kelly, 1967) 
• Behavioral intention - an individual's intention to perform a given action in a particular 
situation (Ajzen & Fishbein, 1972) 
• Nonstore shopping - shopping using nonstore alternatives such as catalog shopping, 
mail order, TV home shopping, and Internet shopping (Solomon, 1999) 
• In-store shopping - shopping using traditional in-store retail institutions such as 
department stores, specialty stores, shopping malls, and discount stores (Sheth, 1983) 
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CHAPTER 2: LITERATURE REVIEW 
Sheth's Shopping Preference Theory 
The conceptual framework for the present study originated from Sheth's (1983) 
shopping preference theory. In his framework, Sheth attempted to address all the possible 
aspects that might affect store patronage by systematically organizing all the concepts that 
had been mentioned in prior marketing research. According to Sheth, there are supply-side 
and demand-side determinants to explain a consumer's shopping predisposition, or store 
patronage (see Figure 2.1 ). Sheth postulated that store patronage is the result of consumers' 
'choice calculus' to match their shopping motives decided by the demand side determinants 
and 'shopping options' decided by the supply side determinants. The supply side 
determinants are divided into market and company determinants, while the demand side 
determinants are divided into personal and product determinants. 
On the supply side of the framework, the location of outlets, retail institutions in 
the trading area and the positioning and image of the outlets represent the market 
determinants, while service aspects of a store including sales assistance fall under the 
company determinants along with merchandise or advertising and promotion. On the 
demand side, consumers' epistemic values like fashion and shopping orientation and 
personal values such as personality or self-concept characterize the personal determinants 
along with consumers' social values; whereas product typology, use typology and brand 
preference are identified as product determinants. 
This conceptual framework has been acknowledged for its comprehensiveness by 
integrating all possible aspects that need to be considered in store patronage studies. 
However, as Sheth himself pointed out, this framework lacked the explanations for 
interactions or correlation between determinants, offering more a vision or model for 
suggesting potential relationships than a theory. Therefore, additional studies to figure out 
the relationships among the determinants in Sheth's shopping preference theory are needed. 
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All Determinants 
Supply Side Determinants Demand Side Determinants 
+ 
Market 
Determinants 
Location 
Retail 
Structure 
Positioning 
& 
Image 
Company 
Determinants 
Merchandise 
Promotion 
Service 
+ 
Personal 
Determinants 
Personal 
Values 
Social 
Values 
Epistemic 
Values 
Note: The shaded parts were areas of focus in the present study. 
Figure 2.1. Determinants of Sheth's (1983) Shopping Preference Theory 
• Product 
Determinants 
Product 
Typology 
Usage 
Typology 
Brand 
Loyalty 
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Sales Assistance 
Services 
Attempts to define 'services' have been made by many previous researchers ( e.g., 
Gronroos, 1990; Kotler & Bloom, 1984; Sasser, Olsen, & Wyckoff, 1978). To summarize 
their ideas, services are defined as organized systems to supply accommodation and 
activities required by customers, and consist of interactions between the customer and 
service employees, physical resources, and systems of the service provider. A considerable 
amount of the marketing and consumer behavior literature suggested that service is an 
important variable influencing the customer's perceived image of a company (Burstiner, 
1975-1976; Gronroos, 1983; Kandampully, 1998; Sheth, 1983; Stanforth & Lennon, 1997). 
Recent marketing trends have increasingly emphasized an on-going relationship 
with customers (Albrecht & Zemke, 1985; Czepiel, 1990). In response to these trends, the 
service marketing research has refocused on the personal interaction between service 
employees and consumers (Bitner, 1990; Bitner, Booms, & Mohr, 1994; Bitner, Booms, & 
Tetreault, 1990; Richins, 1983; Solomon, Surprenant, Czepiel, & Gutman, 1985; Weitz, 
1981 ). Even though offering 'good service' might be a major concern for all contemporary 
service organizations, there has hardly been a consensus on what constitutes good service] 
and what is the optimistic integration of customization and standardization of services 
(Surprenant & Solomon, 1985, 1987). Services can be provided with considerable variation~ 
depending on the diverse nature of the desired interactions between customers and service 
employees. Services may vary in terms of the product dealt with, the consumer's 
/,, 
characteristics, the organizational structure of the firm, and many more variables (Churchill, 
Ford, Hartley, & Walker, 1985; Michaels, 1981; Suijlrenant & Solomon, 1985; Tansik, 
1990). Hence, most recent literature about service quality or consumers' satisfaction with ) 
services has emphasized the importance of 'service encounters.' The service encounter 
refers to "the moment of truth when the customer interacts with the service provider" 
(Bitner, Booms, & Mohr, 1994, p. 95). The interaction in a service encounter may define 
the quality of the service in customers' mind, and thus affect the customers' overall 
evaluation of the company (Fitzsimmons & Fitzsimmons, 1994). The service encounter is 
especially important when it involves face-to-face interactions between a buyer and a seller, 
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as is found in the interaction between a salesperson and a consumer in a retail setting, rather 
than when it involves equipment-based services such as banking services through automatic 
teller machines (Solomon, Surprenant, Czepiel, & Gutman, 1985). 
In order to explain customers' satisfaction/dissatisfaction with the service 
encounter, several concepts from the role theory such as role expectations, role congruence, 
and role discrepancies were proposed by Solomon and his colleagues (1985). According to 
their propositions, when a customer and a service provider have congruent role 
expectations, their social interaction in the service encounter can be facilitated, and the 
customer's satisfaction can be obtained. 
Dimensions of Sales Assistance 
In retail settings, the direct interactions between the retail store and its customers 
take place in the form of services which consist of a variety of factors such as credit policy, 
gift wrapping, delivery of merchandise, store hours, and sales assistance (Sheth, 1983; - J 
Stanforth & Lennon, 1997). Sales assistance has long been mentioned in retail marketing 
literature by a number of researchers who cautioned that the neglect of the importance of 
personal selling and salesclerk service could be problematic in obtaining consumers' store 
patronage (Berry, 1969; Burstiner, 1975-1976; Cotham, 1968; Jolson & Spath, 1973; 
Lindquist, 1974-1975; Tigert, 1983). However, despite the acknowledged importance of the 
quality of sales assistance in retailing, there have not been sufficient numbers of 
comprehensive studies about what dimensions of sales assistance behavior or sales 
assistants' characteristics should be taken into consideration influencing consumers' 
satisfaction with the retail store's services and enhancing sales. Like other types of services, 
sales assistance is intangible, cannot be stored, and has a great deal of variability in 
performance of a single store and even of a single salesperson (Kurtz & Clow, 1998; 
Parasuraman, Zeithaml, & Berry, 1985; Sasser, Olsen, & Wyckoff, 1978). These 
characteristics may have made the quantitative measurement of sales assistance difficult 
(Sasser, Olsen, & Wyckoff, 1978). 
Parasuraman, Zeithaml, and Berry's (1988) developed a multiple-item service 
quality scale (SERVQUAL) that has become one of the most frequently used scales in 
V 
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recent literature for quantifying consumers' perceptions of service quality. It consists of 22 
items representing consumer expectations and 22 matching items measuring consumer 
perceptions of the service provided by a given firm. The scores obtained by the subtraction 
of expectations from perceptions define the perceived service quality level. The 22 pairs of 
items can be categorized into five abstract dimensions including the concepts of reliability, 
responsiveness, assurance, empathy, and tangibles. This scale is considered to capture the 
most important aspects of consumer perceptions of service quality. However, it has 
limitations when it is applied to a retail environment because of its rather generic nature 
(Finn & Lamb, 1991; Kurtz & Clow, 1998). Since SERVQUAL is not industry specific, 
this scale is regarded as missing particular aspects of retail service while containing some 
unnecessary items for retail settings. 
Stanforth and Lennon ( 1997), in their experiment regarding the effects of store 
policies on apparel retail salesperson service, used an adapted scale from SERVQUAL to 
measure consumers' perceptions of apparel retail sales assistance characteristics. In this 
scale, six adjectives - reliable, responsible, friendly, caring, formal, and indifferent - were 
proposed as possible dimensions of sales assistance. However, this scale also failed to 7 
address human interaction aspects between sales personnel and consumers in detail. j 
Burnett, Amason, and Hunt (1981) developed their own scale of 17 items in six 
categories to measure retail salesperson behavior. The six categories include patience, sales 
technique, habits and appearance, general attitudes, courtesy, and product-related. Though 
this scale seems to address similar interests with the present study, a caution should be made 
regarding the use of this scale. Since Burnett, Amason, and Hunt's scale was developed 
more than 20 years ago, and created for general retail setting use, several modifications are 
required to become appropriate for the apparel retail situation in the early 21th century. 
In addition, service priority, or "the order of service when two customers 
simultaneously arrive to be served" (Zinkhan & Stoiadin, 1984, p. 691 ), has been regarded 
as another aspect of sales assistance that is likely to affect customers' satisfaction and 
subsequent purchase intention. Zinkhan and Stoiadin (1984) and Stead and Zinkhan (1986) 
found men tend to receive service priority over women. Courteousness, friendliness, 
helpfulness, and sharing of knowledge were also proposed by Stead and Zinkhan (1986) as 
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possible dimensions of sales assistance that warranted more research. 
Consumer Characteristics 
In order to increase the effectiveness of personal sales assistance during the 
interaction with customers, the concept of adaptive selling, which is the alteration of the 
salesperson's approach based on the nature of customers, is believed to be critical (Sujan, 
Weitz, & Sujan, 1988). Categorizing and stereotyping a consumer is frequently necessary 
for a salesperson to adapt his or her behavior to appeal to the consumer (Sujan et al., 1988; 
Surprenant & Solomon, 1985). The categorization may be more functional when it is made 
based on the consumer's underlying attributes (e.g., personality, lifestyles, needs) than when 
it is done by only such superficial attributes as age and sex (Sujan et al., 1988). For 
example, customers' need for control of the service encounter and need to depend on others 
might affect their choice between a self-service store and a full-service store (Bateson, 
1983). Consumer values and self-concepts may function as underlying attributes on which 
consumer categorization for adaptive selling can be based. Consumers who vary in terms of 
those characteristics may possess different role expectations about sales assistants so that 
those consumers may value each dimension of sales assistance differently, and in tum their 
level of satisfaction with a sales assistant in a retail encounter may be different. 
Consumer Epistemic Values: Fashion and Shopping Orientation 
According to Solomon (1999), shopping orientation refers to general attitudes 
about shopping. Shopping orientation is related to general lifestyle, and influences the 
consumer's selection of a specific retail outlet or a general type of outlet (Hawkins, Best, & 
Coney, 1995). There have been many studies attempting to segment shoppers in terms of 
their shopping orientations (Bellenger & Korgaonkar, 1980; Lesser & Hughes, 1986; Stone, 
1954). Findings suggest that several shopper types can be identified across products. Those 
are (1) economic shoppers - who want to maximize the value of their time, effort, and 
money, (2) personalized shoppers - who want interpersonal gratification from store 
personnel, (3) ethical shoppers - who feel a moral obligation to patronize locally owned 
stores, ( 4) apathetic shoppers - who do not like to shop and think of shopping as a necessary 
7 
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but unpleasant task, and (5) recreational shoppers - who enjoy shopping as a preferred way 
to spend leisure time (Bellenger & Korgaonkar, 1980; Lesser & Hughes, 1986; Stone, 
1954). A consumer may possess different shopping orientations depending on the product 
type (Solomon, 1999). In a clothing-fashion life style study, Gutman and Mills (1982) 
developed an apparel shopping orientation scale having six factors called Shopping 
Enjoyment, Cost Consciousness, Traditionalism, Practicality, Planning of Shopping, and 
Follower, which reflect variety, frequency, and organization of clothing shopping behavior. 
In the same study, Gutman and Mills (1982) also suggested a fashion orientation 
scale by which consumers were clustered into seven groups - leaders, followers, 
independents, neutrals, uninvolveds, negatives, and rejectors. This scale consists of four 
factors called Fashion Leadership, Fashion Interest, Social Importance of Being Well-
Dressed, and Anti-Fashion Attitude. The items used in this fashion orientation scale could 
be said to integrate various items found in previous studies measuring consumers' fashion 
innovativeness, fashion involvement, or fashion leadership (e.g., King, Ring, & Tigert, 
1979; Summers, 1970; Tigert, Ring, & King, 1976). 
Gutman and Mills' fashion and apparel shopping orientation scales were adapted by 
Summers, Belleau and Wozniak (1992) for use in their study about the relationship between 
the consumer's perceptions of fashion and apparel shopping and store patronage. Summers, 
Belleau and Wozniak (1992) attempted to integrate Gutman and Mills' two orientation 
scales and were successful in reducing them to a single scale that consisted of 20 items of 
only five factors: consumers' shopping involvement, importance of clothing image, fashion 
commitment, quality consciousness, and fashion aversion. 
According to Kluckholn ( as cited in Mizruchi, 1967), a value is an individual's 
conception of what is desirable which influences the selection from available modes, means, 
and ends of action. Sheth (1983) postulated that a consumer's personal, social and epistemic 
values might constitute personal determinants that affect the consumer's store patronage 
behavior. Of these values, epistemic values refer to the consumer's "exploratory values 
related to environmental scanning" (Sheth, 1983, p. 23). "Epistemic value is acquired when 
a purchase decision is perceived to satisfy a desire for knowledge, provide novelty, or 
arouse curiosity (Kurtz & Clow, 1998, p. 34)." For instance, consumers' evaluation of 
13 
whether or not the retail store might suit their needs for knowledge and provide novelty may 
be closely related to the consumer's epistemic values. In this sense, consumers' apparel 
shopping orientation and fashion orientation can serve as partial measures of consumer 
epistemic values related to apparel shopping, since apparel shopping orientation and fashion 
orientation reveal what the consumers value in terms of apparel shopping environment 
scanning. These two types of consumer orientations are associated with innovativeness and 
involvement in fashion and shopping (Gutman & Mills, 1982), and are related to the degree 
to which the consumer pursues knowledge, novelty, or curiosity in their apparel shopping. 
For example, it can be expected that consumers who have higher apparel shopping and 
fashion orientation are more curious about what is new in the market, and are more 
interested in enhancing their knowledge relating to apparel shopping. 
Consumer Personal Values: Self-Concepts 
Personal values, which Sheth (1983) posited in his shopping preference theory, 
refer to consumers' inner-directed dimension of values that affect what consumers look for 
when shopping. These values reflect the consumer's personality, and may be related to sex, 
age, race, religion, and many other personal characteristics. Self-concept, which refers to 
"the beliefs a person holds about his or her own attributes and how he or she evaluates these 
qualities" (Solomon, 1999, p. 566), can be regarded as one dimension of the inner-directed 
personal values that Sheth postulated. Since consumers' self-concept reflects what they 
value in terms of personal characteristics, and how they evaluate themselves compared to 
those values, it has been believed to affect a variety of consumers' shopping behaviors. For 
example, self-concept is important in that consumers purchase and use product to express, 
maintain, and enhance their concept of self (Dolich, 1969; Onkvisit & Shaw, 1987; Prentice, 
1987). Especially for apparel products, due to the proximity of clothing to the self identity, 
consumers' self-concept has been known to play a tremendous role in deciding why and 
what to buy (Kaiser, 1997). Consumers may attach symbolic meanings to their clothes in an 
attempt to present their evaluation about themselves, and to internalize others' judgments 
(Sontag & Schlater, 1982). 
The concept of self can also be extended to the selection of the store where a 
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consumer shops. A variety of marketing and retailing research that studied the relationship 
between consumers' store patronage and their self-concept has found that consumers 
patronize stores whose images are similar to their self images (Bellenger, Steinberg, & 
Stanton, 1976; Samli, 1989; Stern, Bush, & Joseph, 1977). Consumers' self-concept also 
can play a pivotal role in communications and interactions in retail stores, because how they 
see themselves motivates and controls how they behave (Sirgy, 1982). Stafford and Greer 
(1965) found that independent consumers tended to prefer a nonaggressive salesperson, 
while dependent consumers preferred an aggressive salesperson who can help their purchase 
decision. According to Goff and Walters (1995), consumers of low self-esteem are more 
vulnerable to salesperson influence than those who have high self-esteem. 
The multidimensional nature of the self-concept has been underscored by a number 
ofresearchers (Rosenberg, 1979; Stake, 1994; Trusty, Watts, & Lim, 1995). Malhotra's 
(1981) self-concept scale, which consists of a set of 15 bipolar adjectives such as 
dominating-submissive, organized-unorganized, and rational-emotional, has been frequently 
used in consumer self-concept studies (e.g., Goldsmith, Flynn, & Moore, 1996). Bellenger 
et al.'s (1976) self-image inventory has also been widely utilized in store patronage studies 
(e.g., Gutman & Mills, 1982) in variously adapted forms. Stake (1994) developed a 
comprehensive scale (the Six-Factor Self-Concept Scale) to measure the 
multidimensionality of an adult's self-concept. This scale contains 35 items of six self-
concept subscales by which six domains of a person's self-concept, such as likability, 
morality, task accomplishment, giftedness, power and vulnerability, are measured. 
Store Patronage 
Store patronage studies have been conducted through numerous researchers' efforts 
to build relevant models explaining predictors or correlates of consumers' patronage 
behavior. Fishbein and Ajzen (1975), in their theory of reasoned action, postulated that a 
person's behavioral intention determined the person's actual behavior, when behavioral 
intention was a function of the person's attitude toward the behavior and subjective norm, or 
the person's belief about whether significant others thought that he or she should carry out 
the behavior. Fishbein and Ajzen (1975) also suggested that attitude toward behavior is a 
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function of beliefs about the consequences of the behavior and the value the person attaches 
to those consequences. 
A variety of other models to illustrate store patronage intention and behavior have 
been developed based on these Fishbein and Ajzen's (1975) attitude, intention and behavior 
concepts. Using a model of the sequence of store choice behavior, Monroe and Guiltinan 
(1975) explained that perceptions of store attributes and their relative importance might 
function together to produce consumers' attitude toward stores, resulting in store choice 
behavior in the long run. Korgaonkar, Lund, and Price (1985) tested hypotheses for causal 
relationships between store attitude and store patronage behavior based on a structural 
equation model. The results showed strong support for the influences of store attitude on 
patronage behavior, while the reciprocal influences were not supported. 
Most previous research related to store patronage has included sales assistance or 'r 
i 
sales personnel as one of the critical attributes that affect consumers' attitude toward a store )\ 
(Darley & Lim, 1993; Hansen & Deutscher, 1977-1978; James, Durand, & Dreves, 1976; 
Manolis, Keep, Joyce, & Lambert, 1994; Marks, 1976; Martineau, 1958; Pessemier, 1980; 
Tigert, 1983). ~~ 1969) found that the salesperson was among the three most important 
components of department store image, and Jolson and Spath (1973) also reported 
salesclerk service as the fourth most important factor among 14 store patronage factors 
investigated. Amore recent study (Bejou, Wray, & Ingram, 1996) also suggested that a 
good E_~stomer_-salesperson relationship should be maintained to ensure the customer's long-
term patronage. Menon and Dube (2000) also suggested that effective salesperson response 
to customer emotions could have positive effects on greater customer satisfaction and 
repeated purchase. 
College-Aged Consumers 
College-aged students have been of special interest to marketers and advertisers 
due to their increasing purchasing power and the difficulty in approaching them through 
traditional advertising resources (Solomon, 1999). In addition to their increasing 
purchasing power, college students are also important due to their potential influences on 
the other young adult and teen-aged consumers (Hogan, 1992). College-aged students are 
----, 
I 
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regarded as having relatively less experience with purchase decision making situations, 
since many were independent of their parents for the first time (Solomon, 1999). Prior to 
this new independence, parents made many purchase decisions for them. Thus, this group 
of consumers may be less socialized to shopping processes and dyadic encounters with sales 
assistants than adult consumers who have numerous years of shopping experience. As a 
consequence, college-aged students may have different expectations about personal sales 
assistance from those of adult consumers. College-aged students may also be less 
accustomed to their roles as a consumer, resulting in increased vulnerability to sales 
assistants' behavioral influences (Solomon et al., 1985). Therefore, college-aged consumers 
can be regarded as good subjects for personal sales assistance studies, considering that their 
newness to consumer decision-making may make them more sensitive to personal sales 
assistance in the retail setting than any other consumer groups. 
Research Questions 
Given the literature discussed previously, the following research questions related 
to personal sales assistance and store patronage were proposed: 
1. Are there multiple dimensions in personal sales assistance? If so, what are the 
dimensions of personal sales assistance considered important by consumer in 
apparel shopping situations? 
1. Do consumers' epistemic values such as fashion orientation and apparel shopping 
orientation, and personal values such as self-concept relate to the consumers' 
perceived importance of personal sales assistance in apparel shopping? 
1. Does the perceived importance of personal sales assistance in apparel shopping 
relate to consumers' patronage behavioral intention for in-store and nonstore retail 
alternatives? 
1. Do consumers' epistemic values such as fashion orientation and apparel shopping 
orientation, and personal values such as self-concept directly relate to the 
consumers' patronage behavioral intention for in-store and nonstore retail 
alternatives? 
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In an attempt to answer to these research questions, the researcher proposed a 
conceptual framework, called a nomological model of personal sales assistance and store 
patronage (see Figure 2.2). Constructs that were dealt with in this framework include 
consumers' epistemic and personal values, service, and store patronage behavioral intention. 
Among these constructs, consumers' personal and epistemic values, and service aspects of a 
store were borrowed from Sheth's (1983) shopping preference theory (see Figure 2.1). In 
the proposed nomological model, the self-concept variable was proposed to be a partial 
measure of consumer personal value, while fashion and apparel shopping orientations were 
suggested to be partial measures of consumer epistemic value. The perceived importance of 
personal sales assistance was used as a variable to partially measure the service construct. 
In the nomological model, the store patronage behavioral intention was adapted from 
Fishbein and Ajzen's (1975) concept of behavioral intention. According to Fishbein and 
Ajzen (1975), the intention to perform an activity often determines whether or not a person 
actually will carry out a particular behavior; thus, we can infer whether or not a person will 
shop using an apparel store with certain conditions versus nonstore shopping alternatives by 
asking the person's intention regarding this behavior. In the proposed nomological model, 
likeliness to purchase clothes through in-store retail types or nonstore alternatives was used 
as a variable to measure the consumer store patronage behavioral intention construct. 
Even though some marketing literature has provided indirect evidence for the 
existence of relationships between the proposed variables, there has been little modeling to 
directly test the relationships between the variables proposed in the present study. 
Therefore, the researcher attempted to inductively infer the relationships addressed in the 
research questions and the goodness of fit of the nomological model by subjecting the 
proposed relationships to appropriate statistical tests (Platt, 1964 ). The relationships 
addressed in the research questions are depicted as arrows in the proposed nomological 
model (see Figure 2.2). 
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CHAPTER3:METHODS 
The objectives of the study were to 1) explore the dimensionality of personal sales 
assistance in apparel shopping through the development of a scale to measure consumers' 
perceived importance of personal sales assistance in apparel in-store shopping; 2) 
investigate the proposed relationships between consumers' fashion and apparel shopping 
orientation or self-concept, and their perceived importance of personal sales assistance in 
apparel in-store shopping; 3) examine how consumers' perceived importance of personal 
sales assistance relate to their in-store and nonstore patronage behavioral intentions in 
apparel shopping; and 4) investigate the direct relationship between store patronage 
behavioral intention and participants' fashion orientation, apparel shopping orientation, and 
self-concept. This chapter provides a detailed description of the methods that were designed 
to meet these objectives including instrument development, sampling, data collecting 
procedures, and data analysis. 
Instrument Development 
A self-administered questionnaire was used for the data collection of the study. 
The questionnaire consisted of six sections: 1) personal sales assistance in clothing stores, 2) 
consumer fashion orientation, 3) apparel shopping orientation, 4) self-concept, 5) store 
patronage behavioral intention, and 6) demographic information. A copy of the 
questionnaire is provided in Appendix B. 
Personal Sales Assistance in Clothing Stores 
The first section of the questionnaire had 28 questions related to the perceived 
importance of personal sales assistance in clothing stores. The original item pool consisted 
of a variety of items describing a wide range of possibly important factors that could affect 
consumers' perception of personal sales assistance in apparel shopping. Most items were 
culled from existing scales such as Burnett, Amason, and Hunt's (1981) retail sales person 
activities scale and Parasuraman, Zeithaml, and Berry's (1988) SERVQUAL scale, but some 
additional items considered to be congruent with the construct were added from the 
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researcher's personal observation with theoretical support from the literature. Following 
subjection to a pilot test, items that were found redundant or ambiguous by the pilot sample 
respondents were eliminated from the original pool, leaving the final set of 28 items in 
sentence format for the survey. Since the purpose of the questions in this section was to rate 
the importance of each item perceived by the participants, a phrase that 'when you select a 
clothing store to shop, how important is it that:' was placed on the top of the list of items. 
All the 28 items were rated on a five-point Likert type scale ranging from Very Unimportant 
(1) to Very Important (5). Table 3.1 provides the detailed description of the final set of 28 
items for this section 
Consumer Fashion Orientation 
Gutman and Mills' (1982) fashion orientation factors were adapted for this study to 
measure consumer fashion orientation. According to Gutman and Mills (1982), fashion 
orientation could be measured by four factors of 17 items, each representing fashion 
leadership, fashion interest, importance of being well-dressed, or antifashion attitude. For 
this study, all 1 7 items from the original scale were used with only a slight refinement in 
wording according to the results of the pilot test. An item that was inversely coded in the 
original scale was restated in a consistent way with other items since possible confusion 
over the statement interpretation was found from the pilot test. A five-point Likert type 
scale was accompanied by each item with 1 for Strongly Disagree to 5 for Strongly Agree. 
A detailed description of the final set of 17 items for this section is provided in Table 3 .2. 
Apparel Shopping Orientation 
The third section of the questionnaire consisted of 19 statements measuring 
participants' apparel shopping orientation. The multi-item scale used in this section was 
adapted from Gutman and Mills' (1982) shopping orientation factors, which were six factors 
of 20 items that measured consumer orientations in shopping enjoyment, cost 
consciousness, traditionalism, practicality, planning, and following. According to the 
comments from the pilot participants, items that were coded inversely in the original scale 
needed to be reversed to eliminate the possible errors in the participants' responses. 
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Table 3.1. Questionnaire Items Measuring the Importance of Personal Sales Assistance 
On a Likert-type scale of Very Unimportant(]) to Very Important (5) , 
When you select a clothing store to shop, how important is it that: 
• Sales people show adequate number of items from which to make a selection. 
• Salespeople are patient while you make a decision to buy. 
• Sales people do not wait on too many customers. 
• Salespeople do not make you feel you must buy. 
• The appearance of salespeople is neat. 
• Salespeople are interested in your needs. 
• Salespeople do not play favorites among customers. 
• Salespeople are courteous. 
• Salespeople give you personal attention. 
• Salespeople are willing to help customers. 
• Salespeople are polite. 
• The appearance of salespeople is attractive. 
• Salespeople thank you for your purchase. 
• Salespeople offer suggestions for substitutes. 
• Salespeople do not keep you waiting. 
• Salespeople know enough about their merchandise. 
• Salespeople are well dressed. 
• Salespeople do not exert high pressure on you to make you buy. 
• Salespeople provide helpful information. 
• Salespeople allow you to browse on your own. 
• Salespeople are sincere. 
• Salespeople are professional. 
• Salespeople are caring. 
• Salespeople are reliable. 
• Salespeople are well-organized 
• Salespeople can promptly locate the merchandise you are looking for. 
• Salespeople make an extensive search to locate the product you want in other 
franchises or other stores, if they don't carry it within their store. 
• Salespeople are friendly. 
However, one inversely stated item, which was 'I am confident of my own good taste in 
clothing', remained unchanged for this study, since it was pointed out that reversing it to a 
negative sentence might cause greater problems in participants' interpretation. Also, one 
item was deleted from the original scale, since the statement seemed out of date with current 
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Table 3.2. Questionnaire Items Measuring Consumer Fashion Orientation 
On a Likert-type scale of Strongly Disagree(]) to Strongly Agree (5), 
• It is important for me to be a fashion leader. 
• I am aware of fashion trends and want to be one of the first to try them. 
• I am confident in my ability to recognize fashion trends. 
• Clothes are one of the most important ways I have of expressing my individuality. 
• I am the first to try new fashion; therefore, many people regard me as being a fashion 
leader. 
• Because of my active life style, I need a wide variety of clothes. 
• I always buy at least one outfit of the latest fashion. 
• I read fashion magazines or pay attention to fashion trends. 
• I spend a lot of money on clothes and accessories. 
• I spend a lot of time on fashion-related activities. 
• It is important to be well-dressed. 
• If you want to get ahead, you have to dress the part. 
• What you think of yourself is reflected by what you wear. 
• Wearing nice clothes is part of leading the good life. 
• I resent being told what to wear by so-called fashion experts. 
• Fashion in clothing is just a way to get more money from the consumer. 
• I buy clothes I like, regardless of current fashion. 
events. After the refinement of the remaining items' wording, a set of 19 items was finalized 
to measure consumers' apparel shopping orientation (see Table 3 .3). All the 19 items were 
rated on a five-point Likert type scale ranging from Strongly Disagree (1) to Strongly Agree 
(5). 
Self-Concept 
A multidimensional self-concept scale developed by Stake (1994) was adapted for 
measuring participants' self-concept for the study. The original scale consisted of 35 items 
with six subscales: likeability, morality, task accomplishment, giftedness, power, 
vulnerability. After subjecting all the original items to the pilot test, the researcher decided 
to delete one item and use the remaining 34 items for the study in accordance with the pilot 
participants' recommendation. All the items were rated on a five-point scale with 1 for 
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Table 3.3. Questionnaire Items Measuring Apparel Shopping Orientation 
On a Likert-type scale of Strongly Disagree (I) to Strongly Agree (5), 
• I like to go shopping . 
• I often go shopping to get ideas even though I have no intention of buying. 
• I like to go stores to see what's new in clothing. 
• I like to shop in many different stores. 
• Recently I am buying less clothing because of rising prices. 
• I plan my wardrobe carefully. 
• I make purchase only when there is a need, not on impulse. 
• I go shopping often. 
• Spending excessive amounts of money on clothes is ridiculous. 
• I find more of my clothes and accessories in traditional department stores or 
specialty shops than alternative shops. 
• I don't buy clothes that would make me stand out from everyone else. 
• I prefer traditional styling in my clothing. 
• I like my clothes to be practical. 
• I plan my shopping trips carefully. 
• I shop for coordinated outfits. 
• My apparel selections are strongly influenced by clothing worn by people I admire. 
• I buy new fashion looks only when they are well accepted. 
• I avoid high-fashion clothing because it goes out of style too quickly. 
• I am confident of my own good taste in clothing. (-) 
Never True of Me and 5 for Always True of Me. Among the 34 items, six items that 
constituted the vulnerability subscale were found to be somewhat confusing, since these 
items inherently had negative meanings, while all other items possessed positive meanings. 
Therefore, for the sake of clarity, four out of the six items were inversely phrased whereas 
the remaining two items retained their original form. In this manner, the researcher 
intended to assure that participants would continue to select a higher point when they rated 
themselves more positively, while those two items which kept their original form would act 
as benchmarks for comparison with the responses to the four revised items. Table 3.4 
shows the 34 items for this section of the questionnaire. 
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Table 3.4. Questionnaire Items Measuring Self-Concept 
On a Likert-type scale of Never True of Me (1) to Always True of Me (5) , 
• I am fun to be with. 
• I am friendly. 
• I am sociable. 
• I am pleasant. 
• I am warm. 
• I am easy to talk to. 
• I am loyal. 
• I am truthful. 
• I am law-abiding. 
• I am faithful. 
• I am trustworthy. 
• I am honest. 
• I am a hard worker. 
• I am productive. 
• I plan ahead. 
• I can concentrate well on a task. 
• I work efficiently. 
• I am good at meeting deadlines. 
• I have a natural talent. 
• I am creative. 
• I have special talents. 
• I am bright and ingenious. 
• I have inherent ability. 
• I am dominant. 
• I am strong. 
• I am powerful. 
• I am aggressive. 
• I am forceful 
• I am not easily embarrassed. 
• I have confidence. 
• I am not self-conscious. 
• I am not easily rattled when people are watching. 
• I make mistakes when flustered . 
• I am easily hurt. 
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Store Patronage Behavioral Intention 
Nine questions were generated by the researcher to measure the participants' store 
patronage behavioral intention (Table 3.5). Those included seven questions addressing the 
participants' likeliness to shop for clothing items using each of the possible general in-store 
shopping alternatives such as upscale department stores, specialty stores, shopping malls, or 
discount stores. Also examined was the respondents' likeliness to shop for clothes using 
nonstore alternatives such as TV home shopping networks, catalogs, or the Internet. These 
questions were followed by two questions asking the participants' intention to patronize in-
store or nonstore shopping alternatives in general. All the items were scored on a five-
point Likert type scale with 1 for Very Unlikely and 5 for Very Likely. 
Demographic Items 
For sample description purposes, participants were asked to check the correct 
categories regarding their gender, ethnicity, and university major. In addition, they were 
asked in an open-ended formation to indicate their age and how many years of college they 
had completed. 
Table 3.5. Questionnaire Items Measuring Store Patronage Behavioral Intention 
On a Likert-type scale of Very Unlikely (I) to Very Likely (5), 
• How likely are you to shop in upscale department stores for clothing purchases? 
• How likely are you to shop in specialty stores for clothing purchases? 
• How likely are you to shop in shopping malls for clothing purchases? 
• How likely are you to shop in discount stores for clothing purchases? 
• How likely are you to use TV home shopping networks for clothing purchases? 
• How likely are you to order clothing purchases from catalogs? 
• How likely are you to shop on the Internet for clothing items? 
• In general, how likely are you to shop in the actual store environment for clothing 
items that you can also access through nonstore alternatives? 
• In general, how likely are you to shop through nonstore alternatives for clothing 
items that you can also access through in-store shopping? 
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Sample 
The target population was college-aged consumers. Considering that college-aged 
consumers, as novices in independent shopping, may be more sensitive to the interaction 
with personal sales assistance than consumers from any other segments, they can be highly 
valued as subjects for personal sales assistance studies. Since it is generally accepted that 
random sampling is not a requirement of studies whose goal is theory application (Calder, 
Phillips, & Ty bout, 1981 ), a convenience sample was used for this study. The respondents 
were recruited on a voluntary basis from among male and female college students attending 
an introductory social psychology of appearance course and two advanced marketing 
courses at a major Midwest university where the researcher was enrolled. Among 272 
students who were asked from the three different classes, 217 agreed to participate in this 
study. 
Data Collection 
After obtaining approval of Human Subjects Committee, a pilot test was performed 
with a sample of 43 college students who attended a consumer behavior class in the textiles 
and clothing program. According to the recommendations that were provided by the pilot 
respondents, some redundant questions were removed from the questionnaires, and some 
that had unclear meanings were reworded. The actual data collection for this study took 
place in the winter of 2000. A questionnaire was distributed by the researcher with the 
assistance of course instructors to students during a regular class meeting of the three 
courses. Students who decided to participate in the study were given a three-day to one-
week period to fill out the questionnaires and sign the attached consent form. The 
completed questionnaires were collected in the next class meeting except for those 
individually collected from the participants who had forgotten to bring their questionnaires 
to the next class. 
Data Analysis 
Data analysis consisted of descriptive analysis, exploratory factor analysis, 
correlation analysis, and regression analysis. The Statistical Package for Social Science 
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(SPSS) was used for the statistical part of the data analysis. There were no questionnaires 
with more than 20% of unanswered items, and no particular tendencies were observed in 
terms of the sections that participants avoided answering, making all 217 questionnaires 
collected usable for data analysis. 
Descriptive Analysis 
In order to examine sample characteristics, frequency distributions were run for all 
the demographic items, and means and standard deviations were calculated for the two 
demographic questions addressing participants' ages and years of college completed. In 
addition, frequency distributions and means and standard deviations were also computed to 
examine the central tendency of all items from the perceived importance of personal sales 
assistance (henceforth, Importance of Sales Assistance), Fashion Orientation, Apparel 
Shopping Orientation, Self-Concept, and store patronage behavioral intention (henceforth, 
Patronage Intention) variables. 
Exploratory Factor Analysis 
A series of principal components analyses were performed to reduce the number of 
items and explore the dimensionality of such scales as Importance of Sales Assistance, 
Fashion Orientation, Apparel Shopping Orientation, Self-Concept, and Patronage Intention. 
In order to avoid redundancy among items, two a priori decisions were made. First, one of 
each pair of items within a scale having higher correlations than . 70 was removed before the 
scale was subjected to principal components analysis. Second, items that did not show 
significant correlations (with a coefficient of .30 or higher) with more than one other item 
within their scale were also removed, since they were not expected to significantly 
contribute to any factors from the scale (Bryman & Cramer, 1999). 
In order to maximize the item loadings, varimax rotation was employed for the 
Apparel Shopping Orientation and Patronage Intention scales. However, oblique rotation 
was considered more appropriate for the Importance of Sales Assistance, Fashion 
Orientation, and Self-Concept scales, since moderate correlations were found between 
factors within those scales (Bryman & Cramer, 1999). 
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Kaiser's Criterion ( extracting factors for which eigenvalues are greater than 1 ), the 
graphical scree tests, and conceptual clarity of each factor were all taken into consideration 
to determine the number of factors extracted. The priority of criteria used varied depending 
on the particular scale under consideration. Items loading at .40 or higher on a factor with a 
difference of at least .05 on other factors were retained to define factors . Each factor was 
named to describe the representative concept across items within the factor. Since each 
factor was supposed to serve as a variable for regression analysis, the mean score of the 
items in each factor was computed as the summated variable score. Reliability of each 
factor within the scales was examined using Cronbach's alpha coefficient. Factors with a 
Cronbach alpha of .65 or higher were considered to have internal consistency (McMillan & 
Schumacher, 1997). 
Correlation Analysis 
The summated mean scores of multiple items loading on the factors extracted from 
the principal components analyses were calculated as the variable scores. After the 
refinement of the research questions reflecting the principal components analysis results, 
correlations between variables were computed prior to regression analyses. Correlation 
analyses allowed the researcher to examine if there was a significant relationship between 
variables from such scales as Importance of Sales Assistance, Fashion Orientation, Apparel 
Shopping Orientation, Self-Concept, and Patronage Intention. Also, the researcher 
attempted to avoid the possibility of multicollinearity among independent variables by 
ascertaining that none of the pairs of variables showed a correlation coefficient of .80 or 
higher (Bryman & Cramer, 1999). 
Regression Analysis 
A series of linear regression analyses were employed to investigate the significance 
of the relationships addressed in the research questions. Stepwise regressions were 
employed to explore the best combinations of variables from each of Fashion Orientation, 
Apparel Shopping Orientation, or Self-Concept scales that predicted variances in each 
perceived importance of sales assistance variable (research question 2). The predictability 
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of the combinations of Importance of Sales Assistance variables about in-store and nonstore 
patronage behavioral intention (research question 3) was also examined using stepwise 
regression analyses. To investigate if there were direct influences of the combination of 
Fashion and Apparel Shopping Orientation, and Self-Concept on in-store and nonstore store 
patronage behavioral intention (research question 4), separate stepwise regression analyses 
were performed with each store patronage behavioral intention as the dependent variable. 
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CHAPTER4:RESULTS 
This chapter addresses the results of analyses of the research data. First, 
descriptive statistics were calculated to examine sample characteristics. Second, 
exploratory factor analyses were performed on the following scales: Fashion Orientation, 
Apparel Shopping Orientation, Self-Concept, Importance of Sales Assistance, and Patronage 
Intention. Third, simple bivariate relationships were analyzed between all the variables 
used in regression analyses by computing Pearson correlation coefficients between the 
summated variable scores. Finally, the relationships among variables addressed in the 
research questions were tested using a series of regression analyses . 
Sample Characteristics 
Of 217 respondents, 150 (69.1 %) were female and 67 were male (30.9%). 
Respondents' ages ranged from 18 to 30, with a mean of 20.87 years and a standard 
deviation of 1.95 years. Most respondents were Caucasian (92.2%), followed by 
Asian/Pacific Islanders (3.2%), African Americans (2.8%), and other (1.8%). The majority 
of the respondents were from the College of Business (41.9%) and Family and Consumer 
Sciences (37.3%), followed by respondents from the College of Agriculture (7.8%), Liberal 
Arts and Sciences (5.5%), Design (2.8%), Education (2.8%), and Engineering (1.4%). 
Years of college the respondents had completed ranged from O. 5 ( one semester) to 5. 5 years 
with a mean of 2.67 years. More than 61 percent of the respondents had completed more 
than two years of college education. Respondents' demographic characteristics are 
summarized in Table 4.1. 
Besides the demographic items, responses to other questionnaire items were also 
subjected to frequency analysis. Means and standard deviations were calculated in order to 
examine the central tendency of responses to each questionnaire item. Frequencies of each 
item from such scales as Importance of Sales Assistance, Fashion Orientation, Apparel 
Shopping Orientation, and Patronage Intention are provided in Appendix D. 
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Table 4.1. Demographic Characteristics 
Characteristics Frequency Percent M SD 
Gender 
Male 67 30.9 
Female 150 69.1 
Age 
18 28 12.9 
19 29 13.4 
20 29 13.4 
21 49 22.6 
22 47 21.7 20.87 1.953 
23 25 11.5 
24 4 1.8 
25 1 .5 
28 3 1.4 
30 1 .5 
Ethnic Group 
Caucasian/White 200 92.2 
African American/Black 6 2.8 
Asian/Pacific Islander 7 3.2 
Hispanic 2 .9 
American Indian/ Alaskan 1 .5 
Native 
College 
Agriculture 17 7.8 
Business 91 41.9 
Design 6 2.8 
Education 6 2.8 
Engineering 3 1.4 
Family and Consumer 81 37.3 
Sciences 
Liberal Arts and Sciences 12 5.5 
Years of College Completed 
0.5 - 1.0 58 26.7 2.67 1.474 1.5 - 2.0 21 9.7 
2.5 - 3.0 40 18.4 
3.5 - 4.0 65 30.0 
4.5 - 5.0 27 12.4 
5.5 2 .9 
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Factor Analysis Results 
Principal component factor analysis was employed to determine underlying 
dimensions of Importance of Sales Assistance, Fashion Orientation, Apparel Shopping 
Orientation, Self-Concept, and Patronage Intention. 
Perceived Importance of Personal Sales Assistance 
Factor analysis of the Importance of Sales Assistance scale, which consisted of 
items culled from previous literatures ( e.g., Burnett, Amason, & Hunt, 1981; Parasuraman, 
Zeithaml, & Berry, 1988) and the researchers' original items, was performed using four 
steps. First, among 28 personal sales assistance items, three items that were too highly 
correlated with another item (r > .70) were excluded from the factor analysis (see Appendix 
E). Those items included "Salespeople are polite," "Salespeople are sincere," and 
"Salespeople are well-organized." Next, principal components analysis was run with the 
remaining 25 items. Oblique rotation was employed to maximize the loadings of items to 
factors, since moderate correlations were expected between the factors. Among four factors 
extracted in this run, the fourth factor consisting of two items, "Salespeople are caring" and 
"Salespeople are reliable," was removed from further analyses, since these items did not 
introduce a new concept different from the previous three factors. Third, another principal 
components analysis with oblique rotation using the remaining 23 items was performed 
resulting in three factors that explained 56.6 percent of the total variance in respondents' 
perceived importance of personal sales assistance. Finally, an item ("Salespeople do not 
play favorites among customers") of which loadings were split on the first and second factor 
with only a minuscule difference (.004) was removed, leaving 22 items of three factors for 
further analyses. Table 4.2 presents the factor items and their factor loadings. 
The first factor, which consisted of 14 items with a Cronbach's alpha of .93, was 
named Professionalism, since items loading highly on this factor reflected various aspects of 
professional behaviors of sales assistants in clothing stores. The second factor, which 
consisted of five items with a Cronbach's alpha of .76, was labeled Personalization, 
representing sales assistants' personal attention to individual customers. The final factor, 
named Appearance, included three items that addressed the importance of sales assistants' 
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Table 4.2. Factors of Perceived Importance of Personal Sales Assistance 
Factor Title and Items 
Professionalism 
Salespeople are friendly. 
vSalespeople are courteous. 
Salespeople do not exert high pressure on you to 
make you buy. 
Salespeople allow you to browse on your own. 
Salespeople are professional. 
Salespeople know enough about their 
merchandise. 
Salespeople do not make you feel you must buy. 
Salespeople can promptly locate the merchandise 
you are looking for. 
Salespeople provide helpful information. 
Salespeople are patient. 
Salespeople do not keep you waiting. 
Salespeople are willing to help customers. 
Salespeople make an extensive search to locate 
the product you want in other franchises or 
other stores, if they don't carry it within their 
store. 
Salespeople thank you for your purchase. 
Cronbach's alpha= .93 
Variance explained= 41.9% 
Personalization 
Salespeople give you personal attention. 
Salespeople show adequate number of items from 
which to make a selection. 
Salespeople are interested in your needs. 
Salespeople do not wait on too many customers. 
Salespeople offer suggestions for substitutes. 
Cronbach's alpha= .76 
Variance explained= 8.3% 
Appearance 
Salespeople are well dressed. 
The appearance of salespeople is attractive. 
The appearance of salespeople is neat. 
Cronbach's alpha= .78 
Variance explained= 6.4% 
Factor Loadings 
Factor 1 Factor 2 Factor 3 
.842 
.792 
.792 
.778 
.757 
.731 
.724 
.712 
.708 
.697 
.672 
.643 
.613 
.533 
.759 
.740 
.682 
.660 
.639 
.857 
.818 
.725 
Table 4.2. (Continued) 
Factor Title and Items 
Items Excluded 
Salespeople are polite. 
Salespeople are sincere. 
Salespeople are well-organized. 
Salespeople are caring. 
Salespeople are reliable . 
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dress and appearance, yielding a Cronbach's alpha of. 78 . 
Factor Loadings 
Factor 1 Factor 2 Factor 3 
Respondents' scores on the multi-item mean of the Professionalism factor ranged 
from 1.21 to 5 on a five-point scale (M = 4.2, SD= .64). The Personalization factor mean 
ranged from 1.6 to 5 (M = 3.5, SD= .69). The mean of the Appearance factor items ranged 
from 1 to 5 (M = 3.3, SD= .84). 
Fashion Orientation 
Among 17 Fashion Orientation items, which originated from Gutman and Mills' 
(1982) fashion orientation factors , five items were exempted from the factor analysis 
according to the correlation analysis results (see Appendix E). Three items, "I resent being 
told what to wear by so-called fashion experts," "Fashion in clothing is just a way to get 
more money from the consumer," and "I buy clothes I like, regardless of current fashion" 
were excluded since they did not have a moderate correlation (r > .30) with more than one 
other item. The other two items, "I am aware of fashion trends and want to be one of the 
first to try them" and "I spend a lot of money on clothes and accessories," were taken out 
due to too high correlations (r > . 70) with other fashion orientation items. 
Two factors emerged from the principal components analysis with oblique rotation 
of the remaining 12 fashion orientation items, explaining 59.4% of the total variance. 
Factor loadings ranged from .527 to .836, and the correlation coefficient between the two 
factors was .474, indicating a moderate correlation between the two concepts explained by 
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the factors. The first factor, labeled Fashion Leadership, was composed of eight items 
representing respondents' interests in fashion and trends as fashion leaders. The second 
factor, Fashion Importance, included four items that represented the perceived social 
importance of being well-dressed. Cronbach alpha coefficients for the two factors were .90 
and .74, respectively. The factor items and their factor loadings are presented in Table 4.3. 
These factor analysis results were found to be somewhat different from what the 
original scale by Gutman and Mills (1982) suggested. Gutman and Mills proposed four 
fashion orientation factors: fashion leadership, fashion interest, importance of being well-
dressed, and antifashion attitude. In the present study, Gutman and Mills' fashion leadership 
and fashion interest items loaded on one factor named Fashion Leadership. Also, all the 
Gutman and Mills' antifashion attitude items were excluded from the factor analysis in the 
present study, since they were not found significantly correlated with the rest of the items 
indicating they might address a different construct from the other items. All the four items 
from Gutman and Mills' importance of being well-dressed factor constituted one factor, 
Fashion Importance, in the present study as well, indicating the validity of the factor. 
The summated mean scores of the first factor, Fashion Leadership, had a range of 
1.1 to 5 on a five-point scale with a mean of 3 .31 and a standard deviation of .84. The 
Fashion Importance factor mean ranged from 1.5 to 5 (M = 3.5, SD= .69). 
Apparel Shopping Orientation 
Factor analysis was performed with 19 Apparel Shopping Orientation items that 
were adapted from Gutman and Mills' ( 1982) shopping orientation factors. According to the 
results of correlation analysis between items ( see Appendix E), items for which correlation 
with another item was too high (r > . 70) were excluded from the factor analysis. These 
include the following two items: "I like to go shopping," and "I like to go stores to see 
what's new in clothing." Two additional items were also omitted because they did not 
correlate enough with more than one other item to form a factor. Those two items were 
"Recently I am buying less clothing because ofrising prices," and "Spending excessive 
amounts of money on clothes is ridiculous." 
An initial principal components analysis with varimax rotation was run for the 
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Table 4.3. Factors from Fashion Orientation 
Factor Title and Items 
Factor Loadings 
Factor 1 
Fashion Leadership 
It is important for me to be a fashion leader. .836 
I am the first to try new fashion; therefore, many .829 
people regard me as being a fashion leader. 
I read fashion magazines or pay attention to fashion . 810 
trends. 
I spend a lot of time on fashion-related activities. .805 
Clothes are one of the most important ways I have of .788 
expressing my individuality. 
I always buy at least one outfit of the latest fashion. .759 
I am confident in my ability to recognize fashion .746 
trends. 
Because of my life style, I need a wide variety of .527 
clothes. 
Cronbach alpha= .90 
Total variance explained= 48.3% 
Fashion Importance 
If you want to get ahead, you have to dress the part. 
Wearing nice clothes is part of leading the good life. 
What you think of yourself is reflected by what you 
wear. 
It is important to be well-dressed. 
Cronbach alpha= .74 
Total variance explained = 11.1 % 
Items Excluded 
I am aware of fashion trends and want to be one of the 
first to try them. 
I spend a lot of money on clothes and accessories. 
I resent being told what to wear by so-called fashion 
experts. 
Fashion in clothing is just a way to get more money 
from the consumer. 
I buy clothes I like, regardless of current fashion. 
Factor 2 
.788 
.762 
.725 
.688 
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remaining 15 apparel shopping orientation items, resulting in four factors by the Kaiser's 
criterion. However, Cronbach alpha coefficients for the third and fourth factors were so 
low (.63 and .57, respectively) that the reliability of the factors could not be assured. 
Therefore, principal components analysis was rerun restricting the number of factors 
extracted to two. These two factors explained 44.2 percent of the total variance of Apparel 
Shopping Orientation. The first factor was labeled Shopping Involvement because the 
seven items constituting this factor represented the degree to which respondents enjoyed and 
committed themselves to apparel shopping. The second factor, Shopping Conservatism, 
consisted of eight items that addressed the degree to which respondents paid attention to 
economic aspects of apparel shopping. Factor loadings ranged from .442 to .802, and 
Cronbach's alpha coefficients for the two factors were .80 and .74, respectively. The factor 
items and their loadings are presented in Table 4.4. 
These factor analysis results were also found to be somewhat different from what 
Gutman and Mills (1982) originally proposed. According to Gutman and Mills, shopping 
orientation could be illustrated with six dimensions: Shopping Enjoyment, Cost 
Consciousness, Traditionalism, Practicality, Planning, and Following. However, the factor 
analysis results of the present study suggested that most items from Gutman and Mills' Cost 
Consciousness, Traditionalism, and Practicality factors converged into only one factor, 
which was named Shopping Conservatism, indicating they might all address the same 
construct. Also, all items from Gutman and Mills' Shopping Enjoyment factor and most 
items from Planning and Following factors constituted the other factor in the present study, 
implying that these original three factors suggested by Gutman and Mills might be closely 
correlated to one another addressing similar concepts. 
The summated mean scores of the first factor, Shopping Involvement, ranged from 
1.6 to 5 on a five-point scale with a mean of 3.52 and a standard deviation of .72. The 
summated mean of the second factor, Shopping Conservatism, ranged from 1 to 4.75 with a 
mean of 3 .1 and a standard deviation of .61. 
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Table 4.4. Factors from Apparel Shopping Orientation 
Factor Title and Items 
Factor Loadings 
Factor 1 
Shopping Involvement 
I go shopping often. .802 
I often go shopping to get ideas even though I have no . 788 
intention of buying. 
I like to shop in many different stores. . 773 
I plan my wardrobe carefully. .684 
I shop for coordinated outfits. .558 
My apparel selections are strongly influenced by .532 
clothing worn by people I admire. 
I am confident of my own good taste in clothing. .442 
Cronbach's alpha = .80 
Total variance explained= 24.8% 
Shopping Conservatism 
I prefer traditional styling in my clothing. 
I don't buy clothes that would make me stand out from 
everyone else. 
I like my clothes to be practical. 
I buy new fashion looks only when they are well 
accepted. 
I make purchases only when there is a need, not on 
impulse. 
I avoid high-fashion clothing because it goes out of 
style too quickly. 
I plan my shopping trips carefully. 
I find more of my clothes and accessories in traditional 
department stores or specialty shops than alternative 
shops. 
Cronbach's alpha= .74 
Total variance explained= 19.4% 
Items Excluded 
I like to go shopping. 
I like to go stores to see what's new in clothing. 
Rec~ntly I am buying less clothing because of rising 
pnces. 
Spending excessive amounts of money on clothes is 
ridiculous. 
Factor 2 
.732 
.708 
.683 
.581 
.536 
.514 
.501 
.491 
39 
Self-Concept 
The first run of principal components analysis using all the questionnaire items of 
Self-Concept originating from Stake's (1994) self-concept scale yielded seven factors with 
an initial eigenvalue of 1.0 or higher. However, the last factor was eliminated from further 
analysis since items loading on this factor were only the two items that had been added to 
the questionnaire to ensure the reliability of other four inversely worded items loading on 
the sixth factor. This last factor did not add a new dimension to the variable, but was 
considered to possess the same concept as the sixth factor. Therefore, another principal 
components analysis was performed for 32 items eliminating the two items loaded on the 
seventh factor in the previous run. Finally, six factors , that explained 65.3% of the total 
variance of self-concept, were extracted. Oblique rotation was employed to increase the 
factor interpretability, since the factors extracted were expected to have significant 
correlations with one another. The factor items and their factor loadings are presented in 
Table 4.5. 
Items constituting each factor were found consistent with those from the original 
Stake's (1994) scale, presenting construct validity of the scale. The factors were labeled 
maintaining their original names used by Stake (1994) except for the final two factors. The 
first factor, Likeability, represented how sociable and likeable respondents perceived they 
were. Power, the second factor, included items addressing self-measured strength and 
aggressiveness of the respondents. Giftedness and Task Accomplishment were the third and 
fourth factors that represented the self-rated degree of talents and working ability, 
respectively. The fifth factor, Ethics, consisted of items asking self-rated moral and ethical 
virtues. The final factor, labeled Confidence, represented how confident respondents could 
be of themselves in front of other people's eyes. Cronbach's alpha coefficients for the 
factors were all higher than .80, demonstrating the established reliability of the multi-item 
factors . 
Respondents' scores on the multi-item mean of the Likeability, Giftedness, and 
Ethics factors ranged from 2 to 5 on a five-point scale (M = 4.2, 3.9, and 4.4, SD= .52, .66, 
and .55, respectively). The summated mean of the Power factor items ranged from 1.4 to 5 
(M = 3.4, SD= .82). The Task Accomplishment factor sum ranged from 2.5 to 5 (M = 4.2, 
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Table 4.5. Factors from Self-Concept 
Factor Loadings 
Factor Title and Items 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 
Likeability 
I am pleasant. .831 
I am friendly . .791 
I am sociable. .739 
I am easy to talk to. .720 
I am fun to be with. .704 
I am warm. .678 
Cronbach's alpha = .87 
Variance explained= 30.3% 
Power 
I am powerful. .847 
I am aggressive. .840 
I am dominant. .829 
I am forceful. .815 
I am strong. .775 
Cronbach's alpha= .88 
Variance explained= 13 .6% 
Giftedness 
I have special talents . -.874 
I have a natural talent. -.840 
I have inherent ability. -.822 
I am creative. -.712 
I am bright and ingenious. -.699 
Cronbach's alpha= .86 
Variance explained = 6.6% 
Task Accomi;1lishment 
I work efficiently. .777 
I can concentrate well on a .761 
task. 
I plan ahead. .733 
I am good at meeting .676 
deadlines. 
I am productive. .674 
I am a hard worker. .666 
Cronbach's alpha= .83 
Variance explained= 6.3% 
Table 4.5. (Continued) 
Factor Title and Items 
Ethics 
I am trustworthy. 
I am truthful. 
I am honest. 
I am loyal. 
I am faithful. 
I am law-abiding. 
Cronbach's alpha= .89 
Variance explained= 4.3% 
Confidence 
I am not self-conscious. 
I am not easily rattled when 
people are watching. 
I am not easily 
embarrassed. 
I have confidence. 
Cronbach's alpha= .82 
Variance explained= 4.2% 
Items Excluded 
I make mistakes when 
flustered.(-) 
I am easily hurt. (-) 
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Factor Loadings 
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 Factor 6 
.837 
.835 
.825 
.818 
.788 
.649 
.832 
.830 
.800 
.736 
SD= .55). The summated mean scores of the Confidence factor items were in a range of 1.5 
to 5 (M = 3.4, SD= .78). 
Store Patronage Behavioral Intention 
Principal components analysis was undertaken to investigate the dimensionality of 
the Patronage Intention scale, which consisted of items created by the researcher. Those 
items included two general questions addressing respondents' overall patronage intention for 
in-store and nonstore apparel shopping, and seven questions asking patronage intention for 
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each of specific in-store or nonstore retail formats. Therefore, it was expected that these " 
nine items would load on two factors: an in-store factor and a nonstore factor. ; 
Pearson correlation coefficients were calculated between the nine Patronage 
Intention items (see Appendix E). According to the results of correlation analysis, one item, 
"How likely are you to shop in discount stores for clothing purchases?" was excluded from 
the factor analysis, since this item did not have a moderate correlation with more than one 
other item. Among the eight items subjected to the principal components analysis with 
varimax rotation, all of the four questions relating to nonstore shopping constituted the first 
factor, Nonstore Patronage, explaining 29.1 % of the total variance. The second factor, In-
Store Patronage, consisted of the remaining four items that were related to in-store 
shopping, explaining 27.5% of the total variance. Cronbach's alpha coefficients for the 
factors were .69 and .74, respectively. The factor items and their factor loadings are 
presented in Table 4.6. 
/ 
Respondents' scores on the multi-item mean of these two factors ranged from lto 5 
on a five-point scale (M = 2.2, SD= .85) for Nonstore Patronage, and 1.5 to 5 (M = 3.85, SD 
= .67) for In-Store Patronage. 
Bivariate Correlation Analysis Results 
Pearson correlation coefficients were calculated among the summated scores of all 
variables that were to be subjected to regression analyses: variables from Importance of 
Sales Assistance, Fashion Orientation, Apparel Shopping Orientation, Self-Concept, and 
Patronage Intention scales (see Table 4.7). These bivariate analyses results suggested 
significant relationships between each of the three Importance of Sales Assistance variables 
and variables from the other scales. Respondents, who placed more emphasis on sales 
assistants' Professionalism for the selection of stores they shop, placed more importance on 
fashion (r = .15, p < .05), and had more positive self-concept regarding their Likeability (r = 
.18, p < .01), Task Accomplishment (r = .14, p < .05), and Ethics (r = .16,p < .05). 
However, respondents' importance of Professionalism was found to have negative 
relationships with Shopping Conservatism (r = -.14, p < .05) and self-concept in terms of 
Power (r = -.12,p < .05). 
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Table 4.6. Factors from Store Patronage Behavioral Intention 
Factor Title and Items 
Factor Loadings 
Factor 1 
N onstore Patronage 
How likely are you to shop on the Internet for .832 
clothing items? 
In general, how likely are you to shop through . 792 
nonstore alternatives for clothing items that you 
can also access through in-store shopping? 
How likely are you to order clothing purchases . 721 
from catalogs? 
How likely are you to use TV home shopping .592 
networks for clothing purchases? 
Cronbach's alpha= .69 
Total variance explained= 29.1 % 
In-Store Patronage 
How likely are you to shop in specialty stores for 
clothing purchases? 
How likely are you to shop in upscale department 
stores for clothing purchases? 
How likely are you to shop in shopping malls for 
clothing purchases? 
In general, how likely are you to shop in the actual 
store environment for clothing items that you 
can also access through nonstore alternatives? 
Cronbach's alpha= .74 
Total variance explained= 27.5% 
Item Excluded 
How likely are you to shop in discount stores for 
clothing purchases? 
Factor 2 
.772 
.749 
.697 
.634 
Respondents who rated themselves higher in terms of Power were more likely to 
regard sales assistants' Personalization as being important to them for choosing apparel 
stores (r = .15, p < .05). However, neither the respondents' Fashion Orientation nor their 
Apparel Shopping Orientation variables were related to the importance of personalized 
services to the customer (p > .05). Sales assistants' Appearance was more important to 
respondents who had higher scores on Shopping Involvement (r = .15,p < .05), and both 
Ta
bl
e 
4.
7.
 C
or
re
la
tio
ns
 b
et
w
ee
n 
V
ar
ia
bl
es
 
Co
m
po
sit
e 
V
ar
ia
bl
es
 
SA
i 
SA
2 
SA
3 
FO
i 
FO
2 
SO
I 
SO
2 
SC
I 
SC
2 
SC
3 
SC
4 
SC
5 
SC
6 
fl
l 
Pe
rc
ei
ve
d 
Im
po
rta
nc
e 
o
f P
er
so
na
l S
al
es
 A
ss
ist
an
ce
 
Pr
of
es
si
on
al
is
m
 
1.
00
 
(S
Al
) 
Pe
rs
o
n
al
iz
a
tio
n 
_
54
**
 
1.
00
 
(S
A2
) 
A
pp
ea
ra
nc
e 
_
57
**
 
.
46
**
 
(S
A3
) 
Fa
sh
io
n 
O
rie
nt
at
io
n 
Fa
sh
io
n 
.
10
 
.
09
 
L
ea
de
rs
hi
p 
(F
OI
) 
Fa
sh
io
n 
.
08
 
Im
po
rt
an
ce
 
(F
O2
) 
A
pp
ar
el
 S
ho
pp
in
g 
O
rie
nt
at
io
n 
Sh
op
pi
ng
 
.
11
 
In
vo
lv
em
en
t 
(S
OI
) 
Sh
op
pi
ng
 
-
.
14
*
 
C
on
se
rv
at
is
m
 
(S
O2
) 
*
 
Si
gn
ifi
ca
nt
 a
t .
05
 le
ve
l 
*
*
 
Si
gn
ifi
ca
nt
 a
t 
.
01
 l
ev
el
 .
10
 
-
.
03
 
1.
00
 
.
16
**
 
1.
00
 
.
21
 
.
5s
**
 
1.
00
 
.
15
·
 
.
73
**
 
.
57
**
 
-
.
04
 
-
.
31
 ••
 
-
.
05
 
1.
00
 
-
.
07
 
1.
00
 
PI
2 
Ta
bl
e 
4.
7.
 (C
on
tin
ue
d)
 
Co
m
po
si
te
 
SA
I 
SA
2 
SA
3 
FO
I 
FO
2 
SO
I 
SO
2 
SC
I 
SC
2 
SC
3 
SC
4 
SC
5 
SC
6 
P
ll
 
PI
2 
V
ar
ia
bl
es
 
Se
lf-
Co
nc
e1
2t
 
Li
ke
ab
ili
ty
 
.
1s
**
 
.
11
 
.
12
·
 
.
19
**
 
_
24
**
 
_
3g
**
 
.
13
*
 
1.
00
 
(S
CI
) 
Po
w
er
 
-
.
12
·
 
.
15
·
 
.
13
*
 
.
10
 
.
21
 ••
 
.
18
·
·
 
.
11
 
_
24
**
 
1.
00
 
(S
C2
) 
G
ift
ed
ne
ss
 
-
.
05
 
.
09
 
.
03
 
.
08
 
.
10
 
.
16
**
 
.
00
 
.
38
**
 
_
39
**
 
1.
00
 
(S
C3
) 
Ta
sk
 A
ec
om
-
_
14
*
 
.
01
 
.
06
 
.
04
 
.
19
**
 
.
12
·
 
.
21
 ••
 
.
4g
**
 
.
24
**
 
.
29
**
 
1.
00
 
pl
ish
m
en
t 
(S
C4
) 
.
j::,
. 
Et
hi
cs
 
.
 16
*
 
-
.
01
 
.
01
 
.
07
 
.
 
I 9
**
 
_
23
**
 
.
13
·
 
.
62
**
 
.
11
· 
_
29
**
 
.
60
·
·
 
1.
00
 
V
, 
(S
C
5) 
Co
nf
id
en
ce
 
-
.
11
 
.
03
 
.
02
 
.
07
 
.
04
 
.
04
 
.
03
 
_
25
•
•
 
.
56
**
 
.
40
**
 
.
2s
**
 
.
ls
* 
1.
00
 
(S
C6
) 
St
or
e 
Pa
tro
na
ge
 B
eh
av
io
ra
l I
nt
en
tio
n 
N
on
st
or
e 
-
.
16
**
 
-
.
07
 
-
.
07
 
.
21
 ••
 
.
02
 
.
08
 
.
02
 
-
.
06
 
.
11
·
 
.
10
 
-
.
02
 
-
.
13
·
 
.
20
·· 
1.
00
 
Pa
tro
na
ge
 (P
I 1
) 
In
-S
to
re
 
.
21
·
·
 
.
 19
**
 
_
29
**
 
_
54
**
 
.
43
**
 
_
5g
**
 
-
.
05
 
_
33
**
 
.
16
**
 
.
11
·
·
 
.
1s
**
 
.
16
*
 
.
09
 
.
01
 
1.
00
 
Pa
tro
na
ge
 (P
l2)
 
*
 
Si
gn
ifi
ca
nt
 a
t .
05
 le
ve
l 
*
*
 
Si
gn
ifi
ca
nt
 at
 .0
 I 
le
ve
l 
46 
Fashion Orientation variables: Fashion Leadership and Fashion Importance (r = .16 and .21, 
respectively;p < .01). Sales assistants' Appearance was also more important to respondents 
of more positive self-concept related to Likeability (r = .12,p < .05) and Power (r = .13,p < 
.05). 
In addition to those relationships mentioned above, Fashion and Apparel Shopping 
Orientation variables presented some significant relationships with each other. Higher 
Shopping Involvement was significantly related to higher Fashion Leadership (r = . 73, p < 
.001) and Fashion Importance (r = .57,p < .001), whereas Shopping Conservatism had a 
negative relationship with Fashion Leadership (r = -.31, p < .00 l ). 
Respondents' self-concept in terms of Likeability had significant positive 
relationships with all the Fashion and Apparel Shopping Orientation variables in varying 
degrees. Some additional Self-Concept variables were also partially related to Fashion or 
Apparel Shopping Orientation variables. Scores on Power had significant positive 
relationships with the degree to which the respondents put social importance on fashion (r = 
.21,p < .01), and the degree of Shopping Involvement (r = .18,p < .01). Task 
Accomplishment and Ethics were significantly related to Fashion Importance (r = .19, p < 
.01 for each), whereas Giftedness was significantly related to Shopping Involvement (r = 
.16,p < .01). 
The bivariate correlation analyses also revealed that the likeliness to patronize in-
store shopping had significant positive relationships with all the variables but Shopping 
Conservatism, self-concept in terms of Confidence, and Nonstore Patronage, with varying 
Pearson correlation coefficients ranging from .16 to .58. Nonstore Patronage had a negative 
relationship with importance of Professionalism (r = -.16, p < .01) and self-concept in Ethics 
(r = -.13,p < .05); but had a positive relationship with Fashion Leadership (r = .21,p < .01), 
and self-concept in terms of Power (r = .ll,p < .05) and Confidence (r = .20,p < .01). 
There were some significant correlations found between variables consisting of 
each scale. Three variables from Importance of Sales Assistance showed very significant 
positive relationships with one another, each pair resulting in a Pearson correlation 
coefficient higher than .45. The two Fashion Orientation variables, Fashion Leadership and 
Fashion Importance, also revealed a high correlation with each other (r = .58,p < .01). All 
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six Self-Concept variables had significant positive correlations between one another, with 
Pearson correlation coefficients ranging from .11 to .62. However, no significant 
correlations were found between the two Apparel Shopping Orientation variables or 
between the two Patronage Intention variables. 
Regression Analysis Results 
According to the correlation analysis results (see Table 4.7), no Pearson correlation 
coefficients between variables were found to exceed .80, indicating little likeliness of 
multicollinearity problems for the regression analysis. Before a series of stepwise multiple 
regressions were performed, the proposed nomological model (see Figure 2.2) had been 
refined according to the factor analysis results, and the initial research questions had been 
revised reflecting the changes made on the model. The refined nomological model of 
personal sales assistance and store patronage, and the revised research questions are 
presented in Figure 4.1 and Table 4.8, respectively. On the refined model, bullets indicate 
the variables from each construct identified above the bullets. The relationships addressed 
in the revised research questions are depicted as arrows on the refined model. 
Research question 1, addressing multiple dimensions of personal sales assistance, 
was not revised since it had been already answered through the exploratory factor analysis 
of the Importance of Sales Assistance scale. Research question 2, which proposed the 
relationships of Fashion Orientation, Apparel Shopping Orientation, and Self-Concept with 
Importance of Sales Assistance were broken into nine sub-questions, research question 2-a 
through 2-i. The nine questions addressed relationships between each of Professionalism, 
Personalization, and Appearance variable (dependent variables) and each of Fashion 
Orientation, Apparel Shopping Orientation, and Self-Concept variables (independent 
variables). In the refined model, research question 3 was divided into two sub-questions 
addressing the influences of Importance of Sales Assistance on In-Store Patronage (research 
question 3-a) and Nonstore Patronage (research question 3-b), separately. Also, research 
question 4 was broken down into two separate sub-questions addressing the effect of 
multiple independent variables (Fashion Orientation, Apparel Shopping Orientation, and 
Self-Concept) on In-Store Patronage (research question 4-a) and Nonstore Patronage 
---- I, 
Fashion Orientation 
• Fashion Leadership 
• Fashion Importance 
Apparel Shopping 
Orientation 
• Shopping Involvement 
• Shopping Conservatism 
Self-Concept 
• Likeability 
• Power 
• Giftedness 
• Task Accomplishment 
• Ethics 
• Confidence 
a 
: . . .............................. .. ...................... .. . .. .......................................... .. ... ....... = 
Professionalism 
I Perceived Importance of I 
Personal Sales Assistance 
R2-
R3-a 
[ ;:;:~;~;:i;;;~::; ! 
• In-Store Patronage 
• Personalization 
R3-b 
• Nonstore Patronage 
• Appearance 
'································································----············· 
Figure 4.1. The Refined Nomological Model of Personal Sales Assistance and Store Patronage 
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Table 4.8. Revised Research Questions 
RI: 
R2-a: 
R2-b: 
R2-c: 
R2-d: 
R2-e: 
R2-f: 
R2-g: 
R2-h: 
R2-i: 
R3-a: 
R3-b: 
R4-a: 
R4-b: 
Are there multiple dimensions in personal assistance? If so, what are the 
dimensions of personal sales assistance considered important by consumer in 
apparel shopping situation? 
Does consumers' fashion orientation relate to their perceived importance of 
sales assistants' professionalism? 
Does consumers' fashion orientation relate to their perceived importance of 
sales assistants' personalization? 
Does consumers' fashion orientation relate to their perceived importance of 
sales assistants' appearance? 
Does consumers' apparel shopping orientation relate to their perceived 
importance of sales assistants' professionalism? 
Does consumers' apparel shopping orientation relate to their perceived 
importance of sales assistants' personalization? 
Does consumers' apparel shopping orientation relate to their perceived 
importance of sales assistants' appearance? 
Does consumers' self-concept relate to their perceived importance of sales 
assistants' professionalism? 
Does consumers' self-concept relate to their perceived importance of sales 
assistants' personalization? 
Does consumers' self-concept relate to their perceived importance of sales 
assistants' appearance? 
Does consumers' perceived importance of personal sales assistance relate to 
their in-store patronage behavioral intention? 
Does consumers' perceived importance of personal sales assistance relate to 
their nonstore patronage behavioral intention? 
Do consumers' fashion orientation, apparel shopping orientation, and self-
concept have direct effects on their in-store patronage behavioral intention? 
Do consumers' fashion orientation, apparel shopping orientation, and self-
concept have direct effects on their nonstore patronage behavioral intention? 
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(research question 4-b ). Based on this refined model, a series of stepwise regression 
analyses were conducted in order to examine the best combinations of independent variables 
explaining variance in the dependent variables. Stepwise procedures were performed with 
statistical criteria by which an independent variable could be included in the final regression 
model if the p value of the regression model was less than .05, and removed if greater than 
.10. Table 4.9 presents the independent variables that were considered in the stepwise 
procedures for each research question, and those that were actually included in the final 
regression models meeting the stepwise criteria, along with other stepwise regression 
results. 
Research question 2-a, which addressed the relationship between the two Fashion 
Orientation variables and the importance of Professionalism, was partially supported at a 
significance level of .05 (R2 = .022). Of the two Fashion Orientation variables, the 
regression model included only Fashion Importance as the independent variable because 
Fashion Leadership could not meet the criteria of the stepwise entrance. The stepwise 
regression resulted in the following formula: Professionalism = 3. 665 + .13 7 (Fashion 
Importance), implying that respondents who rated higher scores on Fashion Importance 
were likely to place more importance on sales assistants' Appearance. 
Research question 2-b, which suggested the predictability of the two Fashion 
Orientation variables about the importance of Personalization, was not supported at a 
significance level of .05, since all the Fashion Orientation variables failed to meet the 
statistical criteria for inclusion. 
Research question 2-c addressing the relationship between the two Fashion 
Orientation variables and the importance of Appearance, was partially supported at a 
significance level of .0l(R2 = .043). Of the two Fashion Orientation variables, only Fashion 
Importance was found to be significant enough for the inclusion of the stepwise regression 
model. The following formula emerged from the regression result: Appearance = 2.886 + 
.221 (Fashion Importance), reflecting a positive relationship between respondents' 
perceptions of Fashion Importance and their perceived importance of sales assistants' 
appearance. 
Research question 2-d, with the two Apparel Shopping Orientation variables 
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(Shopping Involvement and Shopping Conservatism) as the independent variables and the 
importance of Professionalism as the dependent variable, was partially supported at a 
significance level of .05 (R2 = .041). The stepwise results revealed that a regression model 
with only Shopping Conservatism as the independent variable best explained variance in the 
importance of Professionalism, with the following regression formula: Professionalism = 
4. 622 - .148 (Shopping Conservatism). This formula indicates that the less conservative 
about apparel shopping, the more likely the respondents were to care about sales assistants' 
professionalism when they selected a clothing store. 
Research question 2-e, which addressed the influences of the two Apparel 
Shopping Orientation variables on the importance of Personalization, was not supported at a 
significance level of .05. The stepwise regression analysis results showed that none of the 
Apparel Shopping Orientation variables met the statistical criteria for inclusion. 
Research question 2-f, which explored the relationship between the two Apparel 
Shopping Orientation variables and the importance of Appearance, was partially supported 
at a significance level of .05 (R2 = .024). Of the two Apparel Shopping Orientation 
variables, only Shopping Involvement could meet the statistical criteria for inclusion, 
indicating that the Shopping Involvement variable significantly predicted variance in the 
perceived importance of Appearance that could be explained by Apparel Shopping 
Orientation. The following formula emerged from the regression result: Appearance = 
3.139 + .157 (Shopping Involvement) , illustrating the positive relationship between 
respondents' Shopping Involvement and their perceived importance of sales assistants' 
Appearance. 
Stepwise multiple regression analysis results revealed that research question 2-g, 
suggesting the relationship between Self-Concept variables and the importance of 
Professionalism, was partially supported at a significance level of .01 (R2 = .055). A 
regression model that included Likeability and Confidence as independent variables best 
explained the hypothesized relationship with the following formula: Professionalism = 
3.497 + .268 (Likeability) - .136 (Confidence). According to this regression formula, the 
Likeability and Confidence variables had some contradictory effects on the variance in the 
importance of Professionalism. Likeability had positive effects on consumers' perceived 
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importance of Professionalism, while Confidence had an inverse effect. 
Research question 2-h, that suggested the predictability of Self-Concept variables 
about the importance of Personalization, was partially supported by the model that included 
only the self-concept of Power as the independent variable at a significance level of .05 (R2 
= .021). Other Self-Concept variables did not meet the stepwise criteria for inclusion. 
According to the regression formula: Personalization = 3. 03 6 + .121 (Power), respondents 
who rated themselves higher in terms of their perceived power were more likely to regard 
sales assistants' personalized services as being important. 
Research question 2-i, that postulated the relationship between Self-Concept 
variables and the importance of Appearance, was partially supported at a significance level 
of .05 (R2 = .046). Stepwise procedure revealed that the regression model that included 
only the self-concept of Power as the independent variable best explained the explored 
relationship. The other five Self-Concept variables did not meet the stepwise criteria for 
inclusion. According to the regression formula: Appearance = 3.278 + .122 (Power) , 
respondents' self-concept of Power had positive effects on their perceived importance of 
sales assistants' Appearance. 
The results from the stepwise regression analysis with the three Importance of 
Sales Assistance variables as the independent variables and In-Store Patronage as the 
dependent variable revealed that research question 3-a was partially supported at a 
significance level of .001 (R2 = .085). The model that included only the importance of 
Appearance as the predictor best estimated the variance in In-Store Patronage. The 
regression formula: In-Store Patronage = 2.869 + .266 (Appearance) indicated that 
respondents who considered sales assistants' appearance more important had higher 
patronage behavioral intention for in-store apparel shopping. 
Research question 3-b, that addressed the effects of the three Importance of Sales 
Assistance variables on Nonstore Patronage, was partially supported at a significance level 
of .05 by the regression model that included only the importance of Professionalism as the 
predictor variable (R2 = .027). The regression analysis resulted in the following formula: 
Nonstore Patronage = 3.126 - . 215 (Professionalism), indicating that respondents who put 
less importance on sales assistants' Professionalism were more likely to shop clothing items 
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using nonstore alternatives. 
Stepwise regression analyses to investigate possible direct effects of the 
combination of Fashion Orientation, Apparel Shopping Orientation, and Self-Concept 
variables on In-Store (research question 4-a) or Nonstore (research question 4-b) Patronage 
revealed that the two research questions were partially supported by regression models, but 
included different sets of independent variables . Research question 4-a was partially 
supported at a significance level of .001 by the regression model that included the Shopping 
Involvement, Fashion Leadership, and Likeability variables as predictors (R2 = .381). This 
regression model resulted in the following formula: In-store Patronage= 1.188 + .296 
(Shopping Involvement)+ .220 (Fashion Leadership) + .210 (Likeability), indicating that 
respondents who scored higher on Shopping Involvement, Fashion Leadership, and self-
concept regarding Likeability tended to reveal more positive patronage behavioral intention 
for in-store shopping. According to the R2 of the model, the combination of these three 
independent variables explained a fairly good portion (38%) of the variance in In-Store 
Patronage. 
On the other hand, Nonstore Patronage was significantly explained by the 
regression model including Fashion Leadership, and the self-concept of Confidence and 
Ethics as dependent variables, providing partial support for research question 4-b (R2 = 
.103, a= .001). The regression formula: Nonstore Patronage = 1.954 + .202 (Fashion 
Leadership) + .225 (Confidence) - .262 (Ethics) indicates that the impact of Ethics on 
Nonstore Patronage might be somewhat contradictory to that of the two other predictors, 
because Ethics yielded a negative beta coefficient while the other predictors had positive 
beta coefficients. This result was consistent with the correlation analysis results, which also 
presented a negative relationship of Ethics and positive relationships of Fashion Leadership 
and Confidence with Nonstore Patronage. 
Figure 4.2 presents a diagram illustrating the relationships between variables that 
were significantly supported by the stepwise regression models. 
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CHAPTER 5: SUMMARY AND DISCUSSION 
Summary 
For the last decade, competition among retailers for bigger market share have 
become more cutthroat than ever, partly because of the active participation of various 
nonstore retail alternatives in the market. The current competitive market environment has 
made retailers more aware of the importance of building long-term relationships with loyal 
customers. Traditional in-store retailers, in their attempt to retain current customers and 
increase market share, have striven to find factors that might positively affect consumer 
store patronage behaviors. Services such as personal sales assistance may be one of those 
factors that can be exercised differently to satisfy varying target customers' needs and wants. 
Altering service aspects of a retail institution can lead to either an increasing or decreasing 
degree of customers' loyalty, since customers do not respond to only the product, but also 
respond to the services (Kotler, 1973-1974). Considering recent marketing research that has 
emphasized personal interactions with consumers, both traditional in-store retailers and 
emerging nonstore retailers may need to be aware of the growth opportunities by improving 
personal interactions with customers (Stein, 2000). Various aspects of personal sales 
assistance may need to be studied in more profound ways especially for traditional in-store 
retail institutions in which sales personnel play a tremendous role in interpersonal activities 
with customers. By taking an extensive look at various characteristics of personal sales 
assistance, traditional in-store retailers may be able to customize their sales assistants 
service activities to the level that would be considered desirable by their target customers. 
However, despite its increasing importance, there has been little academic research 
focusing on multifaceted aspects of retail sales assistance. In an effort to respond to the lack 
of previous studies, the objective of the present research was to articulate possible 
relationships among consumer characteristics, personal sales assistance, and store 
patronage. To achieve this objective, the researcher developed four research questions 
based on a nomological model. First, are there several dimensions in consumers' perceived 
importance of personal sales assistance in apparel shopping, and if so, what would those 
dimensions be? Second, how does consumers' perceived importance of personal sales 
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assistance relate to such consumer characteristics as fashion orientation, apparel shopping 
orientation, and self-concept? Third, does consumers' perceived importance of personal 
sales assistance influence their in-store and nonstore patronage behavioral intention? 
Fourth, are in-store and nonstore patronage behavioral intentions influenced by their 
consumers' fashion and apparel shopping orientations, and self-concept? Through the 
refinement procedure, the second research question was broken into nine sub-questions, and 
each of the third and fourth research questions was divided into two separate questions. 
College-aged consumers were chosen as the population of interest of the present 
study because their newness to purchase decision-making may make them more sensitive to 
sales assistants' behaviors. A self-administered questionnaire was completed by a 
convenience sample of 67 male and 150 female students of ages from 18 to 30, drawn from 
three different courses in a major Midwest university. The majority of the respondents were 
Caucasian and from the College of Business or Family and Consumer Sciences, and had 
completed at least two years of college education. 
A series of principal components factor analyses resulted in three factors 
(Professionalism, Personalization, and Appearance) from the perceived importance of sales 
assistance scale; two factors (Fashion Leadership and Fashion Importance) from the fashion 
orientation scale; two factors (Shopping Involvement and Shopping Conservatism) from the 
apparel shopping orientation scale; and six factors (Likeability, Power, Giftedness, Task 
Accomplishment, Ethics, and Confidence) from the self-concept scale. These results 
confirmed the dimensionality of personal sales assistance (research question 1) as well as 
the other four scales: Fashion Orientation, Apparel Shopping Orientation, Self-Concept, 
Patronage Intention. The summated mean score of items loading on each factor served as 
the variable score that would be used for further analyses. Among the three personal sales 
assistance variables, Professionalism showed the highest mean score (M = 4.2), followed by 
Personalization (M = 3.5) and Appearance (M = 3.3). Similarity was found among the mean 
scores of the four Fashion and Apparel Shopping Orientation variables ranging from 3 .1 to 
3.52. Respondents rated themselves very high for the self-concepts regarding Likeability 
(M = 4.2), Ethics (M = 4.4), and Task Accomplishment (M = 4.2); while rating themselves 
moderately high for the self-concepts of Giftedness (M = 3.9), Power (M = 3.4), and 
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Confidence (M = 3.4). 
Bivariate correlation analyses among all the variables that later were subjected to 
regression analysis revealed that perceived importance of Professionalism had some positive 
relationships with consumers' Likeability, Task Accomplishment, and Ethics as well as with 
consumers' Fashion Importance; but, had some negative relationships with consumers' 
Shopping Conservatism and Power self-concept. On the other hand, perceived importance 
of Personalization showed a positive significant relationship only with consumers' Power 
self-concept. Perceived importance of Appearance was positively related to consumers' 
Shopping Involvement, Fashion Leadership, Fashion Importance, and self-concept in terms 
of Likeability and Power. 
Bivariate correlation analyses also revealed some significant relationships between 
In-Store or Nonstore Patronage and Importance of Sales Assistance, Fashion Orientation, 
Apparel Shopping Orientation, and Self-Concept variables. In-Store Patronage was found 
positively related to 1) Fashion Leadership, 2) Fashion Importance, 3) Shopping 
Involvement, the self-concepts of 4) Likeability, 5) Power, 6) Giftedness, 7) Task 
Accomplishment, and 8) Ethics, and the importance of 9) Professionalism, 10) 
Personalization, and 11) Appearance. On the other hand, Nonstore Patronage was found 
negatively related to Ethics and the importance of Professionalism; but positively related to 
Power, Confidence, and Fashion Leadership. 
Stepwise multiple regression analyses were conducted to examine whether the 
relationships addressed in the research questions were statistically significant, and if so, 
what would be the best combinations of independent variables to explain variances in the 
dependent variables. Research questions 2-a and 2-c addressed a significant effect of 
Fashion Orientation on the importance of Professionalism and Appearance, respectively. 
These relationships were partially supported with the final regression models including only 
Fashion Importance, of the two Fashion Orientation variables, as a significant independent 
variable. Analysis of the regression models indicated that Fashion Importance had positive 
effects on the importance of Professionalism and Appearance. On the other hand, research 
question 2-b, addressing a significant effect of Fashion Orientation variables on the 
importance of Personalization, was not supported. 
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Research questions 2-d and 2-f addressed a significant effect of Apparel Shopping 
Orientation on the importance of Professionalism and Appearance, respectively. These 
relationships were partially supported. Of the two Apparel Shopping Orientation variables, 
only Shopping Conservatism was significant but negative in predicting perceived 
importance of Professionalism; while Shopping Involvement was significant and positive in 
predicting perceived importance of Appearance. On the other hand, research question 2-e, 
addressing a significant effect of Apparel Shopping Orientation on the importance of 
Personalization, was not supported. 
Research question 2-g suggested a significant effect of Self-Concept on the 
importance of Professionalism. Analysis of the regression model indicated that, of the six 
Self-Concept variables, Likeability and Confidence were significant in predicting perceived 
importance of Professionalism, showing partial support for R2-g. In the regression model, 
Likeability had a positive effect on perceived importance of Professionalism, while 
Confidence exerted a negative effect. 
Research question 2-h and 2-i addressed a significant effect of Self-Concept on the 
importance of Personalization and Appearance, respectively. Both research questions were 
partially supported. Of the six Self-Concept variables, only Power was significant in 
predicting the importance of Personalization and Appearance, showing positive 
relationships. 
Research questions 3-a and 3-b postulated a significant effect oflmportance of 
Sales Assistance on In-Store and Nonstore Patronage, respectively. These relationships 
were partially supported. Analysis of the regression model revealed that, of the three 
importance of Sales Assistance variables, Professionalism was significant but inverse in 
predicting Nonstore Patronage; while Appearance was significant and positive in predicting 
In-Store Patronage. 
Research question 4-a and 4-b addressed direct effects of consumer characteristics 
(Fashion Orientation, Apparel Shopping Orientation, and Self-Concept) on consumers' In-
Store and Nonstore Patronage, respectively. Both effects were partially supported. 
According to analysis of regression models, the combination of these consumer 
characteristics variables, Shopping Involvement, Fashion Leadership and Likeability, best 
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predicted In-Store Patronage, showing positive relationships. On the other hand, Nonstore 
Patronage was significantly predicted by the combination of Fashion Leadership, 
Confidence, and Ethics variables. Fashion Leadership and Confidence had positive effects 
on Nonstore Patronage, whereas Ethics had negative effects. 
Discussion 
Dimensions of Personal Sales Assistance 
The first research question asking about the multidimensionality of personal sales 
assistance was answered during the development of the perceived importance of personal 
sales assistance scale. The factor analysis results indicated that at least three different 
dimensions might exist in terms of perceived importance of personal sales assistance in 
apparel shopping. The three dimensions suggested in the present study include 
Professionalism, Personalization, and Appearance. 
Some previous studies (e.g., Stanforth & Lennon, 1997; Burnett, Amason, & Hunt, 
1981) found sales assistants' product-related knowledge, sales behaviors, and general 
attitudes such as friendliness and patience to be distinct dimensions. However, the results of 
the present study proposed that these particular aspects of personal sales assistance could be 
categorized under a single construct, constituting the first dimension of personal sales 
assistance, called Professionalism. Individual consumers' expectations for these aspects 
seemed to be consistent to a certain extent. Also, the summated mean score of 
Professionalism, which was 4.2 on a five-point scale, was much higher than either of the 
other two importance of sales assistance dimensions, suggesting a general consensus among 
most participants in this study that sales assistants' professional behaviors are important 
when they select apparel stores. 
The second dimension of personal sales assistance suggested by the present study 
was Personalization. This dimension captured the concept of customized personal services 
to fulfill individual customers' particular needs and wants. It is worth noting that the 
concept of personalization in the retail service area has rarely been studied despite a recent 
abundance of studies for personalization in other service areas. Considering today's apparel 
market where oversized competitor groups battle for their market shares, it would seem 
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unreasonable to expect consumers to purchase one's own merchandise without an effort to 
listen to individual customers' needs or wants. The findings of this study suggest that, at 
least for some college-aged consumers, whether or not they will receive personal attention 
for their needs is a very important criterion they use to decide where to shop. Therefore, it 
might be necessary for many of the major retail institutions that have trained their sales 
personnel focusing on professionalism such as friendly attitudes or product knowledge to 
seriously weigh providing personalized and customized services in the future. 
The last dimension of personal sales assistance found in this study was appearance 
of sales assistants. Well-dressed sales assistants with neat and attractive appearance seem to 
play a role in boosting sales and enhancing consumers' store patronage in apparel retailing. 
This result was also consistent with Burnett, Amason, and Hunt's (1981) findings that the 
appearance of sales clerks could be one of the major aspects that characterize retail 
salespeople. Stone (1965), a symbolic interactionist, emphasized that communication 
involved both appearance and discourse, and appearance could be a setting for interaction. 
Salespeople are the front of a retail firm, and often communicate the image the firm wants to 
portray to consumers. Consumers may regard sales assistants' neat appearance as 
representing that the retail institution is well organized and that the sales people are reliable 
and knowledgeable. 
Consumer Characteristics and Perceived Importance of Personal Sales Assistance 
The second research question asked if consumer characteristics in terms of Fashion 
and Apparel Shopping Orientation and Self-Concept would be significantly related to how 
important consumers perceived personal sales assistance to be. With regard to this question, 
nine sub-questions were developed. From the regression analysis results, three out of four 
Fashion and Apparel Shopping Orientation variables were found to have significant effects 
on perceived importance of either sales assistants' Professionalism or Appearance. Sales 
assistants' professional behaviors were more seriously considered by consumers who were 
more involved with fashion in their clothing activities, but were less important to consumers 
who were conservative about apparel shopping and sought practicality rather than pleasure 
from shopping activities. Similar findings were also suggested for the perceived importance 
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of sales assistants' Appearance. Consumers of higher shopping involvement and fashion 
importance tended to put more importance on sales assistants' appearance. Therefore, it can 
be concluded that sales assistants' professional behavior and appearance are more important 
to consumers who have higher fashion orientation and enjoy shopping activities. 
Even though perceived importance of sales assistants' Personalization was not 
directly related to fashion or apparel shopping orientation for this sample population, it had 
some significant positive relationships with consumers' self-concept. It was found that the 
more aggressive and powerful consumers perceived themselves to be, the more they desired 
personalized sales assistance. In other words, college-aged consumers who perceive 
themselves as not powerful might feel uncomfortable when too much personal attention was 
given to them, and might feel pressured to purchase. Therefore, retailers might need to be 
sensitive to consumer personalities and be flexible in their levels of personalized sales 
assistance. 
On the other hand, consumers' perceived importance of Professionalism was 
significantly affected by their self-concepts in terms of Likeability and Confidence. It was 
found that consumers who perceived themselves to be more likeable placed more 
importance on sales assistants' professionalism desiring more friendly and reliable personal 
sales assistance. However, self-concept in terms of Confidence had negative effects on 
perceived importance of sales assistants' Professionalism. This might be because consumers 
who have higher confidence in themselves are less affected by others' attitudes or behaviors, 
and thus they place less importance on sales assistants' professional behaviors when they 
choose apparel stores. 
Personal Sales Assistance and Store Patronage Behavioral Intention 
The third research question asked if significant relationships existed between 
consumers' perceived importance of personal sales assistance and their in-store and nonstore 
patronage behavioral intention. Two important findings emerged from the data analysis. 
The first finding relates to in-store patronage behavioral intention, while the second to 
nonstore patronage behavioral intention. 
Regarding consumers' in-store patronage behavioral intention, even though only 
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the perceived importance of sales assistants' appearance entered the regression model by the 
stepwise procedure, the effects of the other two perceived importance of personal sales 
assistance variables, Professionalism and Personalization, on in-store patronage intention 
also should be noted. Correlation analysis results suggested that all three of these 
Importance of Sales Assistance variables held statistically significant positive relationships 
with consumers' in-store patronage behavioral intention. Given that high correlations were 
also found among these three Importance of Sales Assistance variables, it can be assumed 
that Professionalism and Personalization could not enter the regression model despite its 
significant correlations with in-store patronage behavioral intention because these two 
variables held overlapping concepts with Appearance. Therefore, it can be suggested that 
consumers who cared about personal sales assistance in general to a greater degree were 
more likely to patronize in-store apparel shopping than would consumers of lower perceived 
importance of personal sales assistance. Thus, traditional in-store retailers might be able to 
increase consumers' store patronage by creating better circumstances where consumers can 
shop more pleasantly through the improvement of sales assistants' appearance as well as 
professionalism and personalization. 
With regard to nonstore patronage behavioral intention, it was found that 
consumers who were likely to place less importance on personal sales assistance, especially 
in terms of Professionalism, showed higher intention of nonstore shopping. This result 
seems reasonable when the concept of social shopping motives is taken into consideration. 
As Tauber (1972) and Westrook and Black (1985) suggested, consumers may have various 
social shopping motives such as needs for communication with others having a similar 
interest, and pleasure of bargaining. These social shopping motives can be partly satisfied 
by the interaction with salespeople. Since individuals have varying degrees of social 
motives, to some consumers who have lesser degrees of social shopping motives, sales 
assistants' attitudes or behaviors might not be as important as they are to consumers who 
have high social shopping motives. Therefore, consumers who have lower social motives 
may place less importance on the interaction with sales assistants when they choose stores, 
and thus they are likely to regard nonstore shopping, where no personal interactions are 
required, as a good alternative retail format from which they can purchase apparel products. 
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Consumer Characteristics and Store Patronage Behavioral Intention 
The last research question addressed the direct effects of consumer characteristics 
such as Fashion and Apparel Shopping Orientation, and Self-Concept in influencing 
consumers' in-store or nonstore patronage intention. In-store and nonstore patronage 
behavioral intentions were affected by different combinations of consumer characteristics. 
For in-store patronage behavioral intention, the combination of Shopping 
Involvement, Fashion Leadership, and self-concept in terms of Likeability were found to 
have the greatest explanatory power. The higher the consumers' Shopping Involvement, 
Fashion Leadership, and Likeability, the more likely they were to patronize in-store apparel 
shopping. The relatively high R2 (.381) of the regression model indicates that those 
consumer characteristics have apparent effects on in-store patronage behavioral intention. 
For nonstore patronage behavioral intention, the combination of Fashion Leadership and 
Confidence for positive effects, and Ethics for a negative effect had the best explanatory 
power. It is interesting to note that Ethics was negatively related to nonstore patronage 
intention. This result may be caused by the fact that nonstore shopping usually allows 
anonymity and requires less personal interaction. However, considering the distributions of 
the Ethics items were highly skewed to the right, it is suspected that a social desirability bias 
might have hindered the accurate test of the relationship. Therefore, further research is 
recommended to reexamine this relationship using samples of various consumer groups. 
Conclusions 
In the process of answering the four research questions, the multidimensionality of 
personal sales assistance concept was evidenced, and the relationships addressed in many of 
the research questions based on the proposed nomological model were statistically 
supported. Several consumer characteristics involving fashion orientation, shopping 
orientation, and self-concept were significantly related to consumers' perception of the 
importance of personal sales assistance that in tum significantly influenced the consumers' 
in-store or nonstore patronage behavioral intention. However, some strong direct 
relationships of consumers' characteristics with in-store or nonstore patronage behavioral 
intention bypassing the importance of sales assistance variable were also found. 
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Limitations 
The findings of this study should be examined in the light of following limitations. 
First, this study was conducted using a convenience sample, restricting the generalizability 
of the findings, although random sampling is not a requirement of studies whose goal is 
theory application (Calder, Phillips, & Tybout, 1981). Also, since the sample population of 
the present study was college-aged consumers, the findings may not be applied to other 
consumer segments. 
Second, all the information obtained from the sample were based on the 
respondents' self-report. Thus, it should be noted that the results might have been liable to 
self-reporting bias. For example, items that measured self-concept might have been rated on 
the scores respondents considered socially desirable, rather than the scores reflecting the 
actual self-concept of the respondents . 
Third, methodological issues need to be noted. The use of summated means rather 
than weighted item scores to assume variable scores might imply potential measurement 
errors. Also, use of interval question format that may be unclear or inappropriate to the 
sample population age group might have failed to address important information related to 
the constructs of this study that could perhaps be gained through open-ended questions. 
Finally, even though many of the relationships were statistically supported using 
regression models in the present study, most of the relationships yielded a very low R2s. 
Therefore, a caution needs to be made when the results are interpreted and the strength of 
the relationships is estimated. 
Implications and Recommendations for Retailers 
The findings of the present study may have numerous valuable implications for 
traditional in-store retailers as well as diverse types of nonstore alternative retailers. First of 
all, sales assistants' professionalism was considered to be highly important by most 
respondents resulting in a mean score of 4.2 on a five-point scale. This result may suggest 
that in-store retailers need to maintain professional sales assistance services to a certain 
extent regardless of their target markets. Friendly and reliable sales assistants would help 
all types of in-store retailers attract more customers to patronize their stores. 
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This study also found that college-aged consumers who had a certain 
characteristics were more likely to perceive some specific aspects of sales assistance as 
important criteria used for the selection of a clothing store. Therefore, in-store retailers who 
target a particular consumer market may be able to obtain more patronage from its 
customers by tailoring their training program for sales personnel depending on what their 
customers perceive to be important. For instance, consumers who place social importance 
on fashion and enjoy shopping were found to perceive sales assistants' professionalism and 
appearance to be more important. Therefore, in-store retailers who pursue high fashion 
market may need to focus on the improvement of their sales assistants' professional looks as 
well as professional behaviors. Attiring their sales assistants in more professional looking 
uniforms can be an idea for high-fashion retailers to increase their customers' patronage. 
On the other hand, considering the finding that consumers who were more 
conservative in their apparel shopping tended to pay less attention to sales assistants' 
professional behaviors, retailers who want to cater to these consumers may need to focus on 
offering products that can provide economic value to the consumers, rather than to allocate 
extensive expenditures on training of their sales personnel. For example, improving 
professional sales assistance may not have as much impact on sales of discount stores 
usually targeting economic consumers as it is to retailers who target fashionable consumer 
markets. 
This study also found that personalized services were more valued by consumers 
who perceived themselves to be powerful. This finding may have implications for retailers 
especially targeting prestigious markets. Consumers who patronize prestigious specialty 
stores or upscale department stores are more likely to perceive themselves to have social 
and economic power than other consumers are. Thus, these consumers may desire more 
personalized sales assistance to satisfy their specific needs and wants. Therefore, these 
upscale retailers may be able to enhance their customers' patronage by continuously 
providing personalized services such as having enough numbers of sales assistants to avoid 
situations where customers have to wait, expressing interests in individual customers' 
specific needs, and showing the customers enough number of products that might suit their 
needs and wants. 
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The findings of this study also have implications for nonstore retailers. For 
example, nonstore retailers may need to pay more attention to consumer behaviors related to 
consumer ethics, since it was found that consumers who revealed higher level of nonstore 
patronage intention had lower ethical self-concept. 
Implications and Recommendations for Future Research 
This study has valuable implications for future research in the consumer behavior 
and marketing areas. The findings of this research introduced three dimensions of perceived 
importance of personal sales assistance: Professionalism, Personalization, and Appearance. 
Many previous studies about retail services have dealt with only parsimonious individual 
aspects of sales assistance rather than providing comprehensive insights on possible 
constructs or dimensions in terms of personal sales assistance. This study responded to this 
lack of conceptual studies by identifying three dimensions of personal sales assistance in 
consumers' perception. Considering the importance of relationship marketing in order to 
solicit consumers' loyalty in the current market environment, the three dimensions of 
personal assistance proposed in this study may provide a meaningful conceptual base on 
which future studies can further knowledge related to personal interactions at retail service 
encounters. 
Based on the findings of this study, a variety of studies can be recommended for 
future research. First of all, the sample population of this study was college-aged 
consumers who tend to be less stable in lifestyles and consumer attitudes than older adult 
consumers (Weil, 1998). Also, the majority of the sample was Caucasian, limiting the 
applicability of the findings to other consumer groups. Therefore, future research using 
samples of different age and ethnic groups is recommended to replicate these findings. 
Second, the low R2s of many of the regression models analyzed in the present study 
indicate that there is much yet to be uncovered regarding college-aged consumers' needs and 
interests. Therefore, more qualitative studies are recommended to determine college-aged 
consumers' needs and values that affect their perceptions of personal sales assistance and in-
store or nonstore patronage behavioral intention. 
Third, with regard to personal sales assistance, the present study dealt with only the 
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perceived importance concept. Therefore, further personal sales assistance research can be 
extended to the concept of consumer satisfaction with personal sales assistance. Some 
experimental studies may be necessary to compare consumers' expectations of each personal 
sales assistance dimension and retailers' performance, and to explore how the difference 
between consumers' expectations and retailers' performance may affect consumers' 
satisfaction with the personal sales assistance. 
Another possible future research area may revolve around the in-store and nonstore 
patronage behavioral intention. The present study investigated the effect of perceived 
importance of personal sales assistance and various consumer characteristics on the general 
in-store or nonstore patronage intention. Therefore, future researchers might want to extend 
the present study to examine how consumers' patronage intentions for each of the various 
in-store and nonstore retail alternatives are affected by their perceived importance of 
personal sales assistance and other consumer characteristics. Also, some experimental 
studies may be necessary regarding the relationship between patronage behavioral intention 
and the actual patronage behavior in connection with personal sales assistance. 
Finally, application of a variety of social psychology theories such as role theories 
and cognitive theories may provide valuable insights into the underlying causes for the 
effects of personal sales assistance on consumers' patronage behavior, and individual 
consumers' different perceptions of personal sales assistance. 
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APPENDIX A: CONSENT FORM 
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IOWA STATE UNIVERSITY 
OF SCIENCE AND TECHNOLOGY 
November 30, 2000 
College ofFamily and 
Consumer Sciences 
Textiles and Clothing 
1052 LeBaron Hall 
Tel (515)204 2029 
Fax (515) 233 4223 
You are invited to participate in a study of consumer behavior related to clothing purchase. 
You were selected as a possible participant in this study because of your status as a college-
aged student, which is of interest to this study. The data you provide will offer a valuable 
insight into consumers' needs to apparel producers and retailers, so that they can improve 
their services in the future. 
This survey asks only for general information. Your help in completing and returning this 
survey is most appreciated. Your name will never be used in the reporting of the results; the 
survey you return will be given a number. All responses will remain anonymous and 
confidential. Your participation is voluntary and you may decline to answer any questions 
you choose. 
Completion of the questionnaire should take 15-20 minutes. If you have any questions, 
please do not hesitate to e-mail or phone to Wi-Suk Kwon, wkwon@iastate.edu, (515)233-
0372 in the Department of Textiles and Clothing at Iowa State University. 
Thank you very much. 
You are making a decision whether or not to participate. Your signature indicates that you 
have read the information provided above and have decided to participate. You may 
withdraw at any time without prejudice after signing this form should you choose to 
discontinue participation of this study. 
(Please print your name) 
(Signature) (Date) 
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APPENDIX B: QUESTIONNAIRE 
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Wersonal Sales Assistance in Clothing Storesl 
Direction: The following set of statements relates to the importance of sales assistance when you 
select a clothing store. Please circle the answer that best matches your response. 
When you select a clothing store to shop, how Very Very 
important is it that: Unimportant Important 
1. salespeople show adequate number of items from 
which to make a selection. 2 3 4 5 
2. salespeople are patient while you make a decision 
to buy. 2 3 4 5 
3. salespeople do not wait on too many customers. 
2 3 4 5 
4. salespeople do not make you feel you must buy. 
1 2 3 4 5 
5. the appearance of salespeople is neat. 
1 2 3 4 5 
6. salespeople are interested in your needs. 
1 2 3 4 5 
7. salespeople do not play favorites among customers. 
1 2 3 4 5 
8. salespeople are courteous. 
1 2 3 4 5 
9. salespeople give you personal attention. 
2 3 4 5 
10. salespeople are willing to help customers. 
1 2 3 4 5 
11. salespeople are polite. 
1 2 3 4 5 
12. the appearance of salespeople is attractive. 
2 3 4 5 
13. salespeople thank you for your purchase. 
1 2 3 4 5 
14. salespeople offer suggestions for substitutes. 
1 2 3 4 5 
15. salespeople do not keep you waiting. 
1 2 3 4 5 
16. salespeople know enough about their 
merchandise. 1 2 3 4 5 
17. salespeople are well dressed. 1 2 3 4 5 
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When you select a clothing store to shop, how Very 
important is it that: Unimportant 
18. salespeople do not exert high pressure on you to 1 2 
make you buy. 
19. salespeople provide helpful information. 1 2 
20. salespeople allow you to browse on your own. 2 
21. salespeople are sincere. 1 2 
21. salespeople are professional. 1 2 
23. salespeople are caring. 1 2 
24. salespeople are reliable. 1 2 
25. salespeople are well-organized. 1 2 
26. salespeople can promptly locate the merchandise 1 2 
you are looking for. 
27 . salespeople make an extensive search to locate the 1 2 
product you want in other franchises or other 
stores, if they don't carry it within their store. 
28. salespeople are friendly. 1 2 
!Consumer Fashion Orientation! 
Direction: The following set of statements relates to fashion orientation. 
that best matches your response. 
1. It is important for me to be a fashion leader 
2. I am aware of fashion trends and want to be one of 
the first to try them. 
3. I am confident in my ability to recognize fashion 
trends. 
Strongly 
Disagree 
1 
2 
2 
2 
Very 
Important 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
3 4 5 
Please circle the answer 
Strongly 
Agree 
3 4 5 
3 4 5 
3 4 5 
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Strongly Strongly 
Disagree Agree 
4. Clothes are one of the most important ways I have 1 2 3 4 5 
of expressing my individuality. 
5. I am the first to try new fashion; therefore, many 1 2 3 4 5 
people regard me as being a fashion leader. 
6. Because of my active life style, I need a wide 1 2 3 4 5 
variety of clothes. 
7. I always buy at least one outfit of the latest fashion. 1 2 3 4 5 
8. I read fashion magazines or pay attention to fashion 2 3 4 5 
trends. 
9. I spend a lot of money on clothes and accessories. 2 3 4 5 
10. I spend a lot of time on fashion-related activities. 1 2 3 4 5 
11. It is important to be well-dressed. 1 2 3 4 5 
12. If you want to get ahead, you have to dress the 2 3 4 5 
part. 
13. What you think of yourself is reflected by what 1 2 3 4 5 
you wear. 
14. Wearing nice clothes is part of leading the good 2 3 4 5 
life. 
15. I resent being told what to wear by so-called 2 3 4 5 
fashion experts. 
16. Fashion in clothing is just a way to get more 1 2 3 4 5 
money from the consumer. 
17. I buy clothes I like, regardless of current 1 2 3 4 5 
fashion. 
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!Apparel Shopping Orientation! 
Direction: The following set of statements relates to consumers' apparel shopping orientations. 
Please circle the answer that best matches your response. 
Strongly Strongly 
Disagree Agree 
1. I like to go shopping. 1 2 3 4 5 
2. I often go shopping to get ideas even though I have 1 2 3 4 5 
no intention of buying. 
3. I like to go stores to see what's new in clothing. 1 2 3 4 5 
4. I like to shop in many different stores. 1 2 3 4 5 
5. Recently I am buying less clothing because of 1 2 3 4 5 
rising prices. 
6. I plan my wardrobe carefully. 1 2 3 4 5 
7. I make purchases only when there is a need, not 1 2 3 4 5 
on impulse. 
8. I go shopping often. 1 2 3 4 5 
9. Spending excessive amounts of money on clothes 1 2 3 4 5 
is ridiculous. 
10. I find more of my clothes and accessories in 1 2 3 4 5 
traditional department stores or specialty shops 
than alternative shops. 
11. I don' t buy clothes that would make me stand out 1 2 3 4 5 
from everyone else. 
12. I prefer traditional styling in my clothing. 2 3 4 5 
13. I like my clothes to be practical. 1 2 3 4 5 
14. I plan my shopping trips carefully. 1 2 3 4 5 
15. I shop for coordinated outfits. 1 2 3 4 5 
16. My apparel selections are strongly influenced by 2 3 4 5 
clothing worn by people I admire. 
17. I buy new fashion looks only when they are well 1 2 3 4 5 
accepted. 
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Strongly Strongly 
Disagree Agree 
18. I avoid high-fashion clothing because it goes out 1 2 3 4 5 
of style too quickly. 
19. I am confident of my own good taste in clothing. 2 3 4 5 
[Self-Concep~ 
Direction: The following set of statements relates to self-concept. Please circle the answer that best 
matches your response. 
Never Always 
true ofme true ofme 
1. I am fun to be with. 1 2 3 4 5 
2. I am friendly. 2 3 4 5 
3. I am sociable. 1 2 3 4 5 
4. I am pleasant. 1 2 3 4 5 
5. I am warm. 2 3 4 5 
6. I am easy to talk to. 1 2 3 4 5 
7. I am loyal. 2 3 4 5 
8. I am truthful. 2 3 4 5 
9. I am law-abiding. 1 2 3 4 5 
10. I am faithful. 1 2 3 4 5 
11. I am trustworthy. 1 2 3 4 5 
12. I am honest. 1 2 3 4 5 
13. I am a hard worker. 2 3 4 5 
14. I am productive. 1 2 3 4 5 
15. I plan ahead. 1 2 3 4 5 
16. I can concentrate well on a task. 2 3 4 5 
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Never Always 
true ofme true ofme 
17. I work efficiently. 2 3 4 5 
18. I am good at meeting deadlines. 1 2 3 4 5 
19. I have a natural talent. 1 2 3 4 5 
20. I am creative. 2 3 4 5 
21. I have special talents. 1 2 3 4 5 
22. I am bright and ingenious. 1 2 3 4 5 
23. I have inherent ability. 1 2 3 4 5 
24. I am dominant. 1 2 3 4 5 
25. I am strong. 2 3 4 5 
26. I am powerful. 1 2 3 4 5 
27. I am aggressive. 2 3 4 5 
28. I am forceful. 1 2 3 4 5 
29. I am not easily embarrassed. 2 3 4 5 
30. I have confidence. 2 3 4 5 
31. I am not self-conscious. 1 2 3 4 5 
32. I am not easily rattled when people are watching. 2 3 4 5 
33. I make mistakes when flustered. 1 2 3 4 5 
34. I am easily hurt. 2 3 4 5 
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!Store Patronage Behavioral Intention! 
Direction: The following set of statements relates to store patronage behavioral intention in terms of 
apparel shopping. Please circle the answer that best matches your response. 
Very Very 
Unlikely Likely 
1. How likely are you to shop in upscale department 1 2 3 4 5 
stores for clothing purchases? 
2. How likely are you to shop in specialty stores for 1 2 3 4 5 
clothing purchases? 
3. How likely are you to shop in shopping malls for 1 2 3 4 5 
clothing purchases? 
4. How likely are you to shop in discount stores for 1 2 3 4 5 
clothing purchases? 
5. How likely are you to use TV home shopping 1 2 3 4 5 
networks for clothing purchases? 
6. How likely are you to order clothing purchases 1 2 3 4 5 
from catalogs? 
7. How likely are you to shop on the Internet for 1 2 3 4 5 
clothing items? 
8. In general, how likely are you to shop in the 2 3 4 5 
actual store environment for clothing items that you 
can also access through nonstore alternatives? 
9. In general, how likely are you to shop through 1 2 3 4 5 
nonstore alternatives for clothing items that you can 
also access through in-store shopping? 
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[Demographic Informatio~ 
Direction: The following set of statements relates to demographic information. Please check the 
appropriate blank or write in a better description. 
1. What is your gender? 
1. male 2. female 
---
2. What is your age? ___ years old 
3. What racial group do you consider yourself to be a member of? 
1_. __ Caucasian/ White 
2_. __ African American/ Black 
3_. __ Asian I Pacific Islander 
4_. __ Hispanic 
4. What college does your major fall under? 
_1 _. __ Agriculture 
=2~. __ Business 
_3. __ Design 
~4.'--_Education 
=-5 .'--_Engineering 
~6. __ Family and Consumer Sciences 
~7.'--_Liberal Arts and Sciences 
=8.'--_Veterinary Medicine 
5_. __ American Indian/ Alaskan Native 
6_. __ Bi-racial 
7_. _Other 
5. How many years of college have you completed? ___ years 
THANK YOU VERY MUCH FOR YOUR TIME AND HELP! 
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APPENDIX C: HUMAN SUBJECTS APPROVAL 
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Information for Review of Research Involving Human Subjects 
Iowa State University 
(Please type and use the attached instructions for completing this form) 
I. Title of Project Determinants on oerceptions of personal sales assistance and store patrona2e 
2. I agree to provide the proper surveillance of this project to insure that the rights and welfare of the human subjects are 
protected . I will report any adverse reactions to the committee. Additions to or changes in research procedures after the 
project has been approved will be submitted to the committee for review. I agree to request renewal of approval for any 
project continuing more than one year. 
Wi-Suk Kwon 
Typed name of principal investigator 
Textiles and Clothin2 
Department 
515-233-0372 
Phone number to report results 
3. Signatures of other investigators 
11/1 /2000 
Date 
1052 LeBaron Hall 
Campus address 
Date 
-ill~ ;p,e ~) I 1/1/2000 
4. Principal investigator(s) (check all that apply) 
0 Faculty O Staff [gj Graduate student 
5. Project (check all that apply) 
0 Research [gj Thesis or dissertation D Class project 
6. Number of subjects (complete all that apply) 
# :idults, non-students: 
# IS U students: 300 
# minors under 14: 
other 
(explain): 
~4,C'---
~cipal investigator 
Relationship to principal investigator 
Major Professor 
D Undergraduate student 
D Independent Study (490,590, Honors project) 
# minors 14 - 17 : 
7. Brief description of proposed research involving human subjects: (See instructions, item 7. Use an additional page if 
needed.) 
The purpose of this study is to explore the perceived dimensionality of personal sales assistance in apparel in-store 
retailing , examine consumer attributes that might affect their perceptions oi sales assistance, and investigate the 
re lationship between the consumers· perceived importance of personal sales assistance and store patronage intention. 
A convenience sample, which consists of about 300 male and female !SU students, will be asked to participate in this 
study . The participants will be recruited from students who attend TC 165, MKT 447, and MKT 443 classes in the 
fall 2000 semester. on a voluntarily basis. A self-administered questionnaire will be distributed to the participants in a 
class meeting. Students who decide to participate in the study will be given 2 to 7 days to fill out the questionnaire 
until the next class meeting when the completed questionnaires will be collected. It is expected to take 15-20 minutes 
for a participant to compelete the questionnaire. A draft of the questionnaire with a signed informed consent form that 
will be used for this study is attached as an addendum to this form. 
(Please do not send research, thesis, or dissertation proposals.) 
8. Informed Consent: [8J Signed informed consent will be obtained . (Attach a copy of your form.) 
0 Modified informed consent will be obtained . (See instructions, item 8.) 
0 Not applicable to this project. 
http://www.grad-college.iastate.edu/forms/HumanSubjects.doc 
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9. Confidentiality of Data: Describe below the methods you will use to ensure the confidentiality of data obtained . (See 
instructions, item 9.) 
The signed informed consent form will include the participant's name. However, right after the questionnaire filled 
· out by the participant is collected, the consent form will be seperated from the questionnaire by the principal 
investigator and reserved in isolation from the pile of the questionnaires. No code numbers that can identify a specific 
participant will be included in the questionnaire . 
I 0. What risks or discomfort will be part of the study? Will subjects in the research be placed at risk or incur discomfort? 
Describe any risks to the subjects and precautions that will be taken to minimize them. (The concept of risk goes 
beyond physical risk and includes risks to subjects' dignity and self-respect as well as psychological or emotional risk. 
See instructions, item 10.) 
The questionnaire will ask only for general infonnation. No physical, psychological, or emotonal risks that are 
significant are anticipated to the participants. Nevertheless, very minor discomport might be incurred while 
participants fill out the questionnaire due to the length of the questionnaire. The participants will be informed that 
they can cease the process anytime they want in order to protect them from this discomport. 
11 . CHECK ALL of the following that apply to your research: 
D A. Medical clearance necessary before subjects can participate 
D B. Administration of substances (foods, drugs, etc.) to subjects 
D C. Physical e~ercise or conditioning for subjects 
D D. Samples (blood, tissue, etc.) from subjects 
D E. Administration of infectious agents or recombinant DNA 
D F. Deception of subjects 
0 G. Subjects under 14 years of age and/or D Subjects 14 - 17 years of age 
D H. Subjects in institutions (nursing homes, prisons. etc.) 
0 I. Research must be approved by another institution or agency {Attach letters of approval) 
If you checked any of the items in 11, please complete the following in the space below (include any attachments): 
Items A-E Describe the procedures and note the proposed safety precautions. 
Items D-E 
Item F 
Item G 
Items H-I 
The principal investigator should send a copy of this form to Environmental Health and Safety, 118 
Agronomy Lab for review. 
Describe how subjects will be deceived; justify the deception; indicate the debriefing procedure. 
including the timing and infonnation to be presented to subjects. 
For subjects under the age of 14, indicate how infonned consent will be obtained from parents or legally 
authorized representatives as well as from subjects. 
Specify the agency or institution that must approve the project. If subjects in any outside agency or 
institution are involved, approval must be obtained prior to beginning the research, and the letter of 
approval should be filed . 
http://www.grad-college.iastate.edu/forms/HumanSubjects.doc 
Last name of Principal Investigator Kwon 
Checklist for Attachments and Time Schedule 
The following are attached (please check): 
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12. D Letter or written statement to subjects indicating clearly: 
a) the purpose of the research 
b) the use of any identifier codes (names, #'s), how they will be used, and when they will be removed (see item 
17) 
c) an estimate of time needed for panicipation in the research 
d) if applicable, the location of the research activity 
e) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) that participation is voluntary; non participation will not affect evaluations of the subject 
13. r8J Signed consent form (if applicable) 
14. D Letter of approval for research from cooperating organizations or institutions (if applicable) 
16. Anticipated dates for contact with subjects: 
First contact Last contact 
11/27/2000 12/9/2000 
Month/Day/Year Month/Day/Year 
17. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or audio or visual 
tapes will be erased: 
12/9/2000 
Month/Day/Year 
Executive Date 
11/3/00 
19. Decision of the U Cersity Hu 
D Project approvt 
bjects Review Committee: 
D Project not approved 
Name of Human Subjects in Research Committee Chair 
Patricia M. Keith 
http://www.grad-college.iasta1e.edu/forms/HumanSub1ects.doc 
Date 
Department or Administrative Unit 
Te,ailes and Clothing 
D No action required 
Signature of Committee Chair 
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Table D.1. Freguencies of Items from Perceived Imeortance of Personal Sales Assistance 
(n=271) Scalea M SD 1 2 3 4 5 No Response 
Sales12eo12le show adeguate number of items from which to make a selection. 
Frequency 17 54 64 62 20 
Percent(%) 8 25 30 29 9 3.06 1.10 
Sales12eo12le are 12atient while you make a decision to buy. 
Frequency 7 5 28 78 99 
Percent(%) 3 2 13 36 46 4.18 .97 
Sales12eogle do not wait on too many customers. 
Frequency 9 40 90 58 18 2 
Percent(%) 4 18 42 27 8 3.17 .97 
Sales12eo12le do not make you feel you must buy. 
Frequency 5 11 19 62 119 1 
Percent(%) 2 5 9 29 55 1 4.29 .99 
The a1212earance of sales12eo12Ie is neat. 
Frequency 4 11 46 103 50 3 
Percent(%) 2 5 21 48 23 1 3.86 .90 
Sales12eo12le are interested in your needs. 
Frequency 1 15 44 107 49 1 
Percent(%) 1 7 20 49 23 1 3.87 .86 
Sales12eo12Ie do not 12lay favorites among customers. 
Frequency 3 24 63 77 48 2 
Percent(%) 1 11 29 36 22 1 3.67 .99 
Sales12eo12le are courteous. 
Frequency 4 5 20 83 104 1 
Percent(%) 2 2 9 38 48 1 4.29 .87 
Sales12eo12le give you 12ersonal attention. 
Frequency 1 30 59 82 45 
Percent(%) 1 14 27 38 21 3.65 .98 
Sales12eo12le are willing to helg customers. 
Frequency 1 4 40 79 93 
Percent(%) 1 2 18 36 43 4.19 .83 
Sales12eo12le are 12olite. 
Frequency 3 5 11 85 113 
Percent(%) l 2 5 39 52 4.38 .80 
The a1212earance of sales12eo12le is attractive. 
Frequency 7 20 80 83 26 1 
Percent(%) 3 9 37 38 12 1 3.47 .93 
Sales12eo12le thank you for your gurchase. 
Frequency 4 14 43 80 76 
Percent(%) 2 7 20 37 35 3.97 .99 
a. 1 = "very unimportant", 5 = "very important" 
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Table D.1. {Continued2 
(n=271) Scalea M SD 1 2 3 4 5 No Response 
Salesgeogle offer suggestions for substitutes. 
Frequency 4 29 58 101 24 1 
.92 Percent(%) 2 13 27 47 11 1 3.52 
Salesgeogle do not keeg you waiting. 
Frequency 2 9 36 102 68 
4.04 .85 Percent(%) 4 17 47 31 
Salesgeogle know enough about their merchandise. 
Frequency 1 12 24 101 78 1 
Percent(%) 1 6 11 47 36 l 4.13 .85 
Salesgeogle are well dressed. 
Frequency 1 13 56 114 33 
Percent(%) 1 6 26 53 15 3.76 .80 
Salesgeogle do not exert high gressure on you to make you buy. 
Frequency 6 9 15 66 120 1 
Percent(%) 3 4 7 30 55 1 4.32 .97 
Salesgeogle grovide helgful information. 
Frequency 5 10 36 118 47 1 
Percent(%) 2 5 17 54 22 1 3.89 .88 
Salesgeogle allow you to browse on your own. 
Frequency 6 3 21 64 122 1 
Percent(%) 3 1 10 30 56 1 4.36 .92 
Salesgeogle are sincere. 
Frequency 3 4 31 105 64 
Percent(%) 1 2 19 48 30 4.03 .83 
Salesgeogle are grofessional. 
Frequency 3 5 37 102 69 1 
Percent(%) l 2 17 47 32 1 4.06 .84 
Salesgeogle are caring. 
Frequency 2 15 64 100 36 
Percent(%) 1 7 30 46 17 3.71 .86 
Salesgeogle are reliable. 
Frequency 1 10 44 107 55 
Percent(%) 1 5 20 49 25 3.94 .83 
Salesgeogle are well-organized. 
Frequency 1 9 42 108 56 1 
Percent(%) 1 4 19 50 26 1 3.97 .81 
Salesgeogle can gromgtly locate the merchandise you are looking for. 
Frequency 2 5 27 104 78 1 
Percent(%) 1 2 12 48 38 1 4.16 .80 
a. 1 = "very unimportant", 5 = "very important" 
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Table D.1. (Continued) 
(n=271) Scalea 1 2 3 4 5 No Response M SD 
Salespeople make an extensive search to locate the product you want in other franchises or other 
stores, if they don't carry it within their stores. 
Frequency 4 16 
Percent (%) 2 7 
Salespeople are friendly. 
Frequency 
Percent(%) 
3 
1 
3 
25 
12 
17 
8 
a. 1 = "very unimportant", 5 = "very important" 
91 
42 
74 
34 
81 
37 
119 
55 
Table D.2. Frequencies of Items from Fashion Orientation 
(n=271) Scalea 
1 2 3 4 5 
It is important for me to be a fashion leader. 
Frequency 10 43 75 69 20 
Percent(%) 5 20 35 32 9 
1 
1 
No Response 
I am aware of fashion trends and want to be one of the first to try them. 
Frequency 
Percent(%) 
8 
4 
43 
20 
80 
37 
62 
29 
I am confident in my ability to recognize fashion trends. 
Frequency 3 19 47 112 
Percent (%) 1 9 22 52 
23 
11 
36 
17 
Clothes are one of the most important ways I have of expressing my individuality. 
Frequency 9 47 57 66 38 
Percent(%) 4 22 26 30 18 
4.06 
4.40 
M 
3.21 
3.23 
3.73 
3.35 
I am the first to try new fashion; therefore, many people regard me as being a fashion leader. 
Frequency 31 58 81 33 13 
Percent(%) 13 27 37 15 6 
Because of my active life style, I need a wide variety of clothes. 
Frequency 3 22 55 95 41 
Percent(%) 1 10 25 44 19 
I always buy at least one outfit of the latest fashion. 
Frequency 
Percent(%) 
10 
5 
36 
17 
48 
22 
85 
39 
I read fashion magazines or pay attention to fashion trends .. 
37 
17 
Frequency 27 33 35 69 52 
Percent(%) 12 15 16 32 24 
a. I = "strongly disagree", 5 = "strongly agree" 
1 
I 
2.72 
3.69 
3.48 
3.40 
.98 
.81 
SD 
1.01 
1.01 
.89 
1.13 
1.08 
.94 
1.10 
1.34 
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Table D.2. {Continued2 
(n=271) Scalea 1 2 3 4 5 No Response 
I s12end a lot of money on clothes and accessories. 
Frequency 15 43 60 56 43 
Percent(%) 7 20 28 26 20 
I s12end a lot of time on fashion-related activities. 
Frequency 29 61 52 44 31 
Percent(%) 13 28 24 20 14 
It is imQortant to be well-dressed. 
Frequency 1 8 46 96 65 1 
Percent(%) 1 4 21 44 30 1 
If you want to get ahead, you have to dress the Qart. 
Frequency 2 16 59 94 46 
Percent(%) 1 7 27 43 21 
What you think of yourself is reflected by what you wear. 
Frequency 4 27 72 83 30 1 
Percent(%) 2 12 33 38 14 1 
Wearing nice clothes is part of leading the good life. 
Frequency 10 32 73 80 21 1 
Percent(%) 5 15 34 37 10 l 
I resent being told what to wear by so-called fashion experts. 
Frequency 12 45 83 58 18 1 
Percent(%) 6 21 38 27 8 1 
Fashion in clothing is just a way to get more money from the consumer. 
Frequency 17 68 79 40 12 1 
Percent(%) 8 31 36 18 6 1 
I buy clothes I like, regardless of current fashion. 
Frequency 2 16 51 97 50 1 
Percent(%) 1 7 24 45 23 1 
a. 1 = "strongly disagree", 5 = "strongly agree" 
Table D.3. Frequencies of Items from Apparel Shopping Orientation 
(n=271) 
I like to go shopping. 
Frequency 
Percent(%) 
6 
3 
2 
20 
9 
3 
37 
17 
4 
49 
23 
5 
104 
48 
No Response 
I often go shopping to get ideas even though I have no intention of buying. 
Frequency 14 36 39 62 65 1 
Percent(%) 7 17 18 29 30 1 
a. 1 = "strongly disagree", 5 = "strongly agree" 
M SD 
3.32 1.20 
2.94 1.26 
4.00 .84 
3.76 .90 
3.50 .94 
3.32 1.00 
3.12 1.01 
2.82 1.01 
3.82 .90 
M SD 
4.04 1.13 
3.59 1.25 
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Table D.3. {Continuedl 
(n=271) Scalea M SD 1 2 3 4 5 No Response 
I like to go stores to see what's new in clothing. 
Frequency 12 27 37 70 70 1 
Percent(%) 6 12 17 32 32 3.74 1.20 
I like to shoQ in many different stores. 
Frequency 7 19 34 78 76 3 
3.92 1.08 Percent(%) 3 9 16 36 35 1 
Recently I am buying less clothing because of rising Qrices. 
Frequency 14 42 64 70 25 2 
Percent(%) 7 19 30 32 12 1 3.23 1.08 
I Qian my wardrobe carefully. 
Frequency 10 36 84 63 23 1 
Percent(%) 5 17 39 29 11 1 3.25 1.01 
I make 12urchases only when there is a need, not on imQulse. 
Frequency 23 80 52 45 14 2 
Percent(%) 11 37 24 21 7 1 2.75 1.10 
I go shOQQing often. 
Frequency 12 46 50 57 51 1 
Percent(%) 6 21 23 26 24 1 3.41 1.22 
SQending excessive amounts of money on clothes is ridiculous. 
Frequency 16 30 75 63 32 1 
Percent(%) 7 14 35 29 15 1 3.30 1.11 
I find more of my clothes and accessories in traditional deQartment stores or s12ecialty shoQS than 
alternative shoQS. 
Frequency 7 27 55 100 27 1 
Percent(%) 3 12 25 46 12 1 3.52 .97 
I don ' t buy clothes that would make me stand out from everyone else. 
Frequency 20 48 79 50 17 3 
Percent(%) 9 22 36 23 8 1 2.98 1.07 
I 12refer traditional styling in my clothing. 
Frequency 9 43 78 64 21 2 
Percent(%) 4 20 36 30 10 1 3.21 1.01 
I like my clothes to be Qractical. 
Frequency 3 28 68 94 23 1 
Percent(%) 1 13 31 43 11 1 3.49 .90 
I Qian my shOQQing triQS carefully. 
Frequency 24 72 72 36 12 1 
Percent (%) 11 33 33 17 6 1 2.72 1.05 
a. 1 = "strongly disagree" , 5 = "strongly agree" 
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Table D.3 . {Continued2 
(n=271) Scale• 1 2 3 4 5 No Response 
I shoQ for coordinated outfits. 
Frequency 13 45 72 63 23 1 
Percent(%) 6 21 33 29 11 1 
My apparel selections are strongly influenced by clothing worn by peo12le I admire. 
Frequency 13 45 75 72 10 2 
Percent(%) 6 21 35 33 5 1 
I buy new fashion looks only when they are well accepted. 
Frequency 12 51 88 59 
Percent(%) 6 24 41 27 
6 
3 
I avoid high-fashion clothing because it goes out of style too quickly. 
Frequency 12 46 86 56 16 
Percent (%) 6 21 40 26 7 
I am confident of my own good taste in clothing. 
Frequency 2 31 
Percent (%) 1 14 
a . 1 = "strongly disagree", 5 = "strongly agree" 
106 
49 
Table D.4. Freguencies of Items from Self-Conceet 
(n=271) Scale• 
1 2 3 4 
I am fun to be with. 
Frequency 2 19 147 
Percent(%) 1 9 68 
I am friendly . 
Frequency 2 16 113 
Percent(%) 1 7 52 
I am sociable. 
Frequency 7 28 105 
Percent(%) 3 13 48 
I am pleasant. 
Frequency 2 19 122 
Percent(%) 1 9 56 
I am warm. 
Frequency 6 25 117 
Percent(%) 3 12 54 
a. 1 = "never true ofme", 5 = "always true of me" 
77 
36 
5 
48 
22 
84 
39 
76 
35 
73 
34 
68 
31 
1 
1 
1 
1 
No Response 
1 
1 
2 
1 
1 
1 
1 
1 
1 
1 
M SD 
3.18 1.07 
3.10 .98 
2.98 .92 
3.08 .99 
4.19 .71 
M SD 
4.12 .58 
4.30 .64 
4.16 .77 
4.23 .64 
4.14 .72 
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Table D.4. {Continued2 
(n=271) Scale" 
1 2 3 4 5 No Response M SD 
I am easy to talk to. 
Frequency 3 15 110 88 1 
Percent(%) 1 7 51 41 1 4.31 .66 
I am loyal. 
Frequency 2 14 89 110 2 
Percent(%) 1 7 41 51 1 4.43 .66 
I am truthful. 
Frequency 2 19 101 93 2 
Percent(%) 1 9 47 43 1 4.33 .66 
I am law-abiding. 
Frequency 11 37 91 77 1 
Percent(%) 5 17 42 36 1 4.08 .85 
I am faithful. 
Frequency 1 18 86 111 1 
Percent(%) 1 8 40 51 1 4.42 .66 
I am trustworthy. 
Frequency 2 8 86 120 1 
Percent(%) 1 4 40 55 1 4.50 .62 
I am honest. 
Frequency 3 16 89 108 1 
Percent(%) 1 7 41 50 1 4.40 .69 
I am a hard worker. 
Frequency 4 18 84 110 1 
Percent(%) 2 8 39 51 1 4.39 .72 
I am productive. 
Frequency 4 16 108 88 1 
Percent(%) 2 7 50 41 1 4.30 .69 
I glan ahead. 
Frequency 1 18 47 91 59 1 
Percent(%) 1 8 22 42 27 1 3.88 .92 
I can concentrate well on a task. 
Frequency 3 54 106 53 1 
Percent(%) 1 25 49 24 1 3.97 .74 
I work efficiently. 
Frequency 1 32 116 67 1 
Percent(%) 1 15 54 31 1 4.15 .67 
I am good at meeting deadlines. 
Frequency 7 18 106 83 3 
Percent(%) 3 8 49 38 1 4.24 .74 
a. 1 = "never true of me", 5 = "always true of me" 
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Table D.4. {Continued2 
(n=271) Scalea 
1 2 3 4 5 No Response M SD 
I have a natural talent. 
Frequency 1 9 52 98 56 1 
Percent(%) 1 4 24 45 26 1 3.92 .84 
I am creative. 
Frequency 14 53 90 58 1 
Percent(%) 1 7 24 42 27 1 3.88 .90 
I have SQecial talents. 
Frequency 10 60 97 49 1 
Percent(%) 5 28 45 23 1 3.86 .82 
I am bright and ingenious. 
Frequency 8 57 113 38 1 
Percent(%) 4 26 52 18 1 3.84 .75 
I have inherent ability. 
Frequency 12 59 108 37 1 
Percent(%) 6 27 50 17 1 3.79 .79 
I am dominant. 
Frequency 5 29 80 67 34 2 
Percent(%) 2 13 37 31 16 1 3.45 .99 
I am strong. 
Frequency 1 13 41 112 47 3 
Percent(%) 1 6 19 52 22 1 3.89 .83 
I am QOWerful. 
Frequency 4 25 71 75 41 1 
Percent(%) 2 12 33 35 19 1 3.57 .99 
I am aggressive. 
Frequency 8 48 71 58 31 1 
Percent(%) 4 22 33 27 14 1 3.26 1.07 
I am forceful. 
Frequency 19 67 71 40 19 1 
Percent(%) 9 31 33 18 9 1 2.88 1.09 
I am not easily embarrassed. 
Frequency 11 53 68 56 28 1 
Percent(%) 5 24 31 26 13 1 3.17 1.10 
I have confidence. 
Frequency 5 41 121 48 2 
Percent(%) 2 19 56 22 1 3.99 .71 
I am not self-conscious. 
Frequency 15 45 81 58 16 2 
Percent(%) 7 21 37 27 7 1 3.07 1.03 
a. 1 = "never true of me", 5 = "always true ofme" 
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Table D.4. {Continued2 
(n=271) Scalea M SD 
1 2 3 4 5 No Response 
I am not easil):'. rattled when geogle are watching. 
Frequency 9 43 72 72 19 2 
Percent(%) 4 20 33 33 9 1 3.23 1.00 
I make mistakes when flustered. 
Frequency 4 37 103 63 9 1 
Percent(%) 2 17 48 29 4 1 3.17 .82 
I am easilx hurt. 
Frequency 9 56 87 55 9 1 
Percent(%) 4 26 40 25 4 1 3.00 .92 
a. 1 = "never true of me" , 5 = "always true ofme" 
Table D.5. Frequencies ofltems from Store Patronage Behavioral Intention 
(n=271) Scalea 1 2 3 4 5 No Response M SD 
How like!):'. are ):'.OU to shog in ugscale degartment stores for clothing gurchases?. 
Frequency 11 36 58 80 30 2 
Percent(%) 5 17 27 37 14 1 3.38 1.08 
How likelx are xou to shop in specialt):'. stores for clothing gurchases?. 
Frequency 3 27 62 89 35 
Percent(%) 1 12 29 41 16 3.58 .95 
How likelx are xou to shop in shopping malls for clothing purchases?. 
Frequency 6 14 85 111 
Percent(%) 3 7 39 51 4.39 .73 
How likelx are ):'.OU to shog in discount stores for clothing purchases? 
Frequency 11 47 53 62 43 
Percent(%) 5 22 24 29 20 3.37 1.17 
How likelx are ):'.OU to use TV home shopging networks for clothing purchases? 
Frequency 174 22 12 5 3 1 
Percent(%) 80 10 6 2 1 1 1.34 .80 
How like!):'. are xou to order clothing purchases from catalogs? 
Frequency 36 60 66 37 17 
Percent(%) 17 28 30 17 8 2.72 1.16 
How like!):'. are ):'.OU to shop on the Internet for clothing items? 
Frequency 80 45 39 35 17 
Percent(%) 37 21 18 16 8 2.37 1.33 
a. 1 = "very unlikely" , 5 = "very likely" 
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Table D.5. (Continued) 
(n=271) 1 2 3 4 5 No Response M 
In general, how likely are you to shop in the actual store environment for clothing items that you 
can also access through nonstore alternatives? 
Frequency 4 8 
Percent (%) 2 4 
42 
19 
84 
39 
78 
36 4.04 
SD 
.93 
In general, how likely are you to shop through nonstore alternatives for clothing items that you can 
also access through in-store shopping? 
Frequency 55 52 
Percent (%) 25 24 
a. 1 = "very unlikely", 5 = "very likely" 
66 
30 
33 
15 
10 
5 
1 
1 2.50 1.16 
96 
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